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skills to 15 ex-offenders, including Perry Johnson, right. 


Rollo Jones Sr., left, and wife Rochelle Jones, owners of Capital Masonry Inc. in Hartford, last summer partnered with a nonprofit jobs agency and the city to teach masonry and life 
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Widening ex-offenders’ re-entry to jobs, society no easy task 


By Gregory Seay 


gseay@HartfordBusiness.com 


he Malloy administration’s push to 
widen job, housing and other opportu- 


nities for ex-convicts is laudable, but 
nonprofit advocates and some employers 
see a host of entrenched barriers that will 


Dave Reilly takes real estate 
seriously — to a point 


By Gregory Seay 


gseay@HartfordBusiness.com 


avid C. Reilly, who is retir- 

I) ing after almost 50 years 

in real estate — the past 

five as Hartford CEO of one of 

the world’s largest realty asset- 

managers and advisers — almost 
never entered the industry. 

Fresh out of Boston College in 

1969, the Cheshire native took a 


job teaching science and history 
to New Haven middle schoolers. 
That lasted three years. 

“You realized you couldn’t make 
aliving at it,” said Reilly, whose last 
day with Cornerstone Real Estate 
Advisors is April 30. “So I migrated 
into the real estate world.” 

After a year at The Hartford, | F fe 
then five years as a loan officer Rite | — : 
David Reilly, retiring CEO of Cornerstone Real Estate Advisors in Hartford, crafted his 
lucrative, half-century realty career through hard work and an indefatigable sense of humor. 


still prevent many “re-entrants” from finding 
meaningful employment. 

The “check-the-box” feature that asks 
job applicants whether they have a criminal 
record is but one, they say. Another is a state 
ban on ex-cons from being licensed as bar- 
bers or working in daycare centers. There, 
too, is the public stigma against re-entrants’ 


PHOTO | STEVE LASCHEVER 


Continued on page 12 


on safety grounds. Given that most ex-offend- 
ers are Hispanic- and African-American, rac- 
ism is another burden for them in pursuing 
jobs and housing, observers say. 

“It’s a matter of public safety to do what 
we can to allow them integrate successfully,” 


Continued on page 15 
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NEW FEATURE: 
Corporate Profile 


HBJ is introducing another new biweekly feature 
in this week’s paper called “Corporate Profile,” 
which will offer a snapshot of how Greater 
Hartford’s publicly traded companies, both large 
and small, are performing. 


This week we spotlight Bristol-based Barnes 
Group. 


PG. 19 





Oil-Patch Opportunities 


Despite falling oil prices and social unrest in key 
international markets, including the Middle East and 
Russia, a Wallingford oil drilling technology 
company is anticipating another strong growth year. 
Find out why. PG. 3 
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It’s a Deal 


Two Greater Hartford mental, behavioral and 
addiction health services providers have agreed to a 
$19 million corporate affiliation. Find out who is 
involved and what precipitated the deal PG. 5 
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(Clockwise from above) The Integrex machine where APS technicians make drilling parts for customers; an APS drilling test facility rig, and the technology that can tell drillers what direction they are headed in and what exactly they are drilling. 
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Terrorism, falling crude prices 





By Brad Kane 


bkane@HartfordBusiness.com 


olatile oil prices, Middle East terror- 
ism, and the falling value of Russian 


currency all pose threats to Walling- 
ford drilling technology maker APS Technol- 
ogy, but that’s not stopping the company’s 
management from projecting another double- 
digit revenue growth year in 2015. 

Even though falling oil prices have slowed 
domestic oil exploration, APS Technology 
expects to surpass the $200 million revenue 
mark for the first time this year, thanks to 
international growth and major procure- 
ment contracts with some of the U.S, largest 
oil companies. 

“The ability to supply this equipment is 
something only very few can do and really 
sets us apart,” said William Turner, APS’s 
CEO and founder. 

Founded in 1994, APS manufactures mea- 
surement while drilling (MWD) technology 
that communicates to crude oil exploration 
companies exactly what direction they are 
drilling in and what kind of substances are 
around the drilling bits. 

The company competes with oil heavy- 
weights like Baker & Hughes and Halliburton 


that provide MWD services to the likes of 
Exxon Mobil and BP. But APS has found 
a fruitful market niche by actually selling 
MWD equipment to those in the oil field — 
rather than just providing services — and 
targeting smaller companies. 

APS has averaged 40 percent annual rev- 
enue growth since its founding, making it the 
leading independent supplier of MWD equip- 
ment, said Turner, a former Baker & Hughes 
executive. APS has received the Marcum 
Tech Top 40 award for 12 years in a row as 
one of the fastest growing companies in Con- 
necticut. It employs 420 worldwide including 
320 in the Nutmeg State. 

Turner, though, expects growth to slow 
somewhat this year to around 30 percent. 
With oil prices falling, fewer domestic compa- 
nies have the capital to buy new equipment, he 
said, and even though its international busi- 
ness will keep APS in the black, volatile world 
politics play a role in its success overseas. 

“This year is going to be a difficult year 
for anyone in the oil business,” Turner said. 
“That impacts us for sure.” 


Oil impact 
Crude oil prices hovered around $53 per bar- 
relin early February, roughly half of the average 


price for the last five years, according to the 
US. Energy Information Administration (EIA). 
While falling oil prices have led to asteady drop 
in gasoline prices to nearly $2 per gallon, they 
also have cut into oil companies’ margins. 

EIA predicted in its Feb. 10 short-term 
energy outlook that oil prices would stay 
around $55 per barrel for much of the first 
half of the year before rising to $67 per barrel 
in the fourth quarter. 

Gas prices should fluctuate accordingly, to 
average about $2.33 per gallon in the U.S. for 
regular unleaded, although Connecticut pric- 
es are typically 20-30 cents higher because of 
taxes and logistics. 

Tim Hess, lead analyst for EIA’s short- 
term energy outlook, said lower oil prices 
will have a continued impact on produc- 
tion, although not as much as prices would 
indicate. The number of oil rigs operating in 
the U.S. is down nearly 18 percent over the 
past year, he said, but these rigs tend to be 
the older and less efficient ones so the level 
of production hasn't fallen at the same pace. 

“The growth in crude production ... is not 
going to be as robust as it has been, but it is 
not going away either,” Hess said. 

EIA does expect U.S. oil production to 
drop from 9.3 million barrels per day in 


don’t deter Wallingford oil tech firm 


January to an average of 9.2 million barrels 
per day for the year. However, with continued 
strong supply in the international market, 
prices will remain in check. 


Bullish long-term outlook 

Even with lower prices, oil exploration is 
a major business opportunity with plenty of 
money to be made, Turner said. About 95 per- 
cent of APS’ business is international, where 
long-term contracts are more common and 
supply asteady stream of revenue. 

Strong international business plus the 
potential to land a major contract with a 
national oil company to sell MWD technology 
will help APS keep up its double-digit annual 
growth, Turner said. 

APS sells its basic MWD package plus 
eight add-on products to aid in the drilling 
process, so these contracts can add signifi- 
cantly to the company’s bottom line. The add- 
on products include items like vibration sen- 
sors and communication devices that give a 
driller more information about what is going 
on beneath the surface. 

“These things get into how efficient is the 
drilling operation,” Turner said. 
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© APS Technology 


Dan Socci, CEO of South Windsor-based 
Ethical Chem, another oil drilling services 
company, said his firm hasn't seen asignificant 
reduction in business from falling crude prices. 

Ethical Chem provides environmentally 
safe substances that remove organic materi- 
als from drilling operations to make drilling 
more efficient. The company ships products 
to 30 U.S. oil producers and acquired its tech- 
nology when it bought Bloomfield chemical 
firm VeruTek in September. 

“When people have blockages in their well, 
they want their oil to flow better, whether the 
price of oil is at $50 or $80 per barrel,” Socci said. 
“You do have some producers that in order to be 
profitable, they need oil to be above a certain 
price per barrel ... but that has not affected us.” 


Global affairs 
Beyond the price of oil, world politics can 
impact the bottom line, said Turner. 
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APS sells to oil 
producers in the Mid- 
dle East, particularly 
Iraq, and last year saw 
all of that revenue dry 
up because of con- 
cerns over heightened 
terrorist activity from 
ISIS, Turner said. 

This year, APS 
is anticipating its 
Russian business to 
shrink significantly, as the falling value of that 
country’s currency — the ruble — puts pres- 
sure on the Russian economy and the profit- 
ability of international companies operating 
there. The value of the ruble compared to the 
U.S. dollar has fallen nearly 50 percent over 
the last year. 

“This is going to be a tough year for us in 
Russia,” Turner said. 
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THE COST OF 
ELECTRICITY 
CONTINUES TO 
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H's & Great Day for Solar 


Affordable technology. Tax Credits. Rebates. 


The time to switch to solar is now, 


and the company more businesses trust 
is Green Earth Energy, Connecticut’s 
leading commercial solar specialists. 


From design and permitting, through 


installation and maintenance, 


Green Earth Energy offers the planning 


and protection you can count on. 


With a positive cash flow in year one, 


you can turn operating expenses 
into profits, through the roof. 


Call us today! 


> ao eo 


GREEN EARTH ENERGY 


GreenEarthEnergyPV.com 
1.866.918.1096 


© 2015 Green Earth Energy PhotoVoltaic 


William Turner, founder and CEO of APS, started with the company that originally devel- 
oped MWD technology before it was acquired by Baker & Hughes. 
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Despite all this, Turner expects another 
growth year, particularly because the complex- 
ity of manufacturing MWD technology creates 
a high barrier to entry, leaving APS with very 
little competition in its market niche, he said. 

“We still have an ambitious development 
program and an ambitious product launch 
program to keep us at the forefront of the 
industry,” Turner said. a 















HARTFORD BUSINESS JOURNAL 


www.HartfordBusiness.com 
(860) 236-9998 


EDITORIAL 


Greg Bordonaro Editor, ext. 139 
gbordonaro@HartfordBusiness.com 


Brad Kane Managing Editor, ext. 127 
bkane@HartfordBusiness.com 


Gregory Seay News Editor, ext. 144 
gseay@HartfordBusiness.com 

Matt Pilon Digital Producer/Reporter, ext. 143 
mpilon@HartfordBusiness.com 


Sheena Butler-Young Siaff Writer, ext. 145 
sbutler@HartfordBusiness.com 


Roger Magnus Fesearch Director 
Heide Martin Research Assistant 


BUSINESS 


Joe Zwiebel President and Publisher, ext. 132 
jzwiebel@HartfordBusiness.com 


Donna Collins Associate Publisher, ext. 121 
dcollins@HartfordBusiness.com 


Jessica Baker Office Manager, ext. 122 
jbaker@HartfordBusiness.com 


Catherine Gruszka Operations Manager, ext. 137 
cgruszka@HartfordBusiness.com 


Amy Orsini Events Manager, ext. 134 
aorsini@HartfordBusiness.com 


David Hartley Sr Accounts Manager, ext. 130 
dhartley@HartfordBusiness.com 


William C. Lambot Sr. Accounts Manager, ext. 128 
wlambot@HartfordBusiness.com 


Brittney Michaud Accounts Manager, ext. 133 
bmichaud@HartfordBusiness.com 


Stephanie Kucharski Custom Publishing Projects 
Manager, ext. 129, skucharski@HartfordBusiness.com 


Debbie Amorelli Human Resource Manager 

Raki Zwiebel Credit and Collections Manager 
Valerie Clark Accounting Assistant/Office Manager 
Gail Lebert Chair, Executive Advisory Board 


PRODUCTION 


Lynn Mika 
Production Director/Marketing Coordinator, ext. 140 
Imika@HartfordBusiness.com 


Christopher Wallace Art Director, ext. 147 
cwallace@HartfordBusiness.com 


Viada Shelkova Graphic Artist, ext. 148 
Graphics@HartfordBusiness.com 


Ne Business| MOC 1a uc 


Peter Stanton CEO 
pstanton@nebusinessmedia.com 


Joseph Zwiebel President & Group Publisher, ext. 132 
jzwiebel@HartfordBusiness.com 


Mary Rogers Chief Financial Officer 
mrogers@nebusinessmedia.com 


Subscriptions: 

Annual subscriptions are $79.95. To subscribe, visit 
HartfordBusiness.com, email hartfordbusiness@cambey- 
west.com, or call (845) 267-3008. 


Advertising: 

For advertising information, please call (860) 236-9998. 
Please address all correspondence to: Hartford Business 
Journal, 15 Lewis Street, Suite 200, Hartford CT 06103. 


News Department: 

If you have a news item: Call us at (860) 236-9998, 
fax us at (860) 570-2493, or e-mail us at 
editorial@HartfordBusiness.com 


Hartford Business Journal accepts no responsibility 
for unsolicited manuscripts or materials and in general 
does not return them to the sender. 


CIRCULATION 
(On OR ORR On BF 





www.HartfordBusiness.com 


PHOTO | CONTRIBUTED 





SQ 





InterCommunity 


Health Care for the Whole Person 


Our Mission: 
To help people improve 
their quality of life 
| by providing 
gp physical and mental 
health services 
for optimum healing 
and recovery. 
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Pictured above: Brian Cutino, InterCommunity Recovery Centers (ICRC) board chairman; William Young, of 
InterCommunity and ICRC and vice president of Addiction Recovery Division; Kimberly Beauregard, president and 
CEO of InterCommunity and ICRC; and Kenneth Reed, InterCommunity board Chairman. 


Greater Hartford nonprofits 
join forces in $19M affiliation 


By Greg Bordonaro 


gbordonaro@HartfordBusiness.com 


here’s been plenty of deal making in 
the healthcare sector in recent years, 


mostly focused on hospitals and phy- 
sician groups, but other care providers are 
getting in on the action as well. 

Two Greater Hartford mental, behavioral 
and addiction health services providers have 
agreed to a corporate affiliation, creating a 
nearly $19 million nonprofit with 10 brick-and 
mortar locations. 

The marriage of 


InterCommunity Inc. 


By integrating their array of services, 
the affiliation also satisfies a key tenet 
of federal healthcare reform, which is to 
provide more seamless care from one pro- 
vider to the next. 

Besides inpatient, outpatient and residen- 
tial detoxification services, InterCommunity 
will also offer primary care, which is not a 
typical service provided by mental health 
nonprofits, Beauregard said. 

InterCommunity decided to get into that 
business two years ago — hiring two APRNs, 

care coordinators, 
and a medical assis- 


East Hartford’s Inter- tant and opening 
Community Inc. and East Hartford four exam rooms — 
Hartford-based Alco- because they saw a 
hol and Drug Recov- = major gap in care for 
ery Centers Inc. came Revenues: $7.99 million people with mental 
about a year after Margin: $309,548 illnesses. 


both organizations 
started looking for 
ways to collaborate 
and integrate their 
services, said Kim- 
berly Beauregard, 
InterCommunity’s 


Alcohol and Drug 
Recovery Centers Inc. 


Hartford 


president and CEO. Revenues: $10.64 million 
‘The deal was Margin: ($220,945) 
driveninpartbythe ee 


changing _health- 
care landscape, in 
which medical pro- 
viders are being asked to better coordinate 
and integrate their services, and also finan- 
cial pressures felt by the nonprofit sector. 

“Iam really excited about this opportunity 
to integrate mental health, addiction recovery, 
and primary care services,” said Beauregard, 
who is now the CEO of the combined entity 
called InterCommunity Recovery Centers. 

In fiscal 2018, Alcohol and Drug Recovery 
Centers Inc. reported a $220,945 operating 
loss on $10.6 million in revenue. The organi- 
zation offers substance abuse treatment and 
recovery-Ssupport services. 

InterCommunity, which recorded a 
$309,548 surplus in fiscal 2014 on $8 million 
in revenue, operates a community health 
center and an array of behavioral health 
services. 

Beauregard said the combination made 
sense because both organizations offer com- 
plementary programs and can save money by 
sharing expenses, including having one man- 
agement team. Combined the organization 
will employ about 300 people. 


www.HartfordBusiness.com 


FY 2013 


GUIDESTAR 990 TAX FORMS 


They found, Beau- 
regard said, many 
of their Medicaid 
patients didn’t have 
adequate access to a 
primary care doctor, 
either because phy- 
sician waiting lists 
were too long, they 
didn't have reliable 
transportation to get 
to a doctor, or they 
chose not to go. 

Combine the lack of access with the fact 
that people with severe or chronic mental 
health diseases, ranging from depression 
to schizophrenia, die around 15 to 20 years 
younger than the average person from pre- 
ventable diseases like heart disease, diabe- 
tes and hypertension, and there was a clear 
need in the community that had to be filled, 
Beauregard said 

“People were dying,” she said, adding the 
goal is to work with patients to not only change 
their behavior but also their health care. 

Financial pressures in the nonprofit sector 
also spurred the affiliation, Beauregard said. 

State funding makes up about 75 percent 
of InterCommunity’s funding, but that num- 
ber has shrunk over the years. The state’s 
budget woes are a major concern, Beaure- 
gard added, forcing the nonprofit for the first 
time to hire a lobbyist to protect its interests 
at the State Capitol. 

“Nonprofits are in a very bad situation,” 
Beauregard said. “Smaller agencies are at 
risk of closing.” a 
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BY THE NUMBERS 


A3% 


The percent of Connecticut 
workers who say their employers 
plan to shrink their workforce, 
according to polling and 
research firm Gallup Inc., which 
ranked the state dead last in its 
U.S. Job Creation Index. 


$5.3B 


The amount of additional state 
funding state Republicans want 
to invest in transportation over 
the next 10 years. 


240,/98 


The number of gallons of paint 
collected under the state’s new 
recycling program. 


35% 


The ratio of Connecticut home 
sales that were transacted 
entirely in cash in November, up 
from 33 percent a year ago. 


$91.9B 


The annual amount of economic 
activity the state’s 29 acute care 
hospitals say they generate. 
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li RadioShack closing 24 CT stores 


Malloy to propose $1B 
residential solar program 


l™® Papers nearly inked, DoNo 
ballpark work imminent 


MCT urges speedy tax filing 
for Anthem data victims 


® Lighting maker to close 
Wallingford plant 
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Public officials and developers are expected to break ground Feb. 17 on Hartford’s 
proposed minor league ballpark, shown above in the rendering. 


TOP STORY 


With development deals signed, ballpark 
work breaks ground this week 


Weather permitting, turning of dirt will start Feb. 17 on site work related 
to construction of downtown Hartford’s baseball stadium. 

Clearing the way for work to commence was last week’s signing of some 
of the formal documents cementing ties between the city of Hartford and 
the Downtown North partnership for the $350 million development of the 
ballpark, housing, retail and office space and parking, said Yves-Georges 
Joseph Il, vice president of Centerplan Development of Middletown. 

Last week, the city, Rock Cats and the project’s developers reached a final 
agreement on several aspects of the Downtown North project. Terms of the 
agreement include 30 percent revenue sharing for all non-baseball events at 
the ballpark, a project labor agreement, a guarantee of a Double A Minor League 
team (that must have “Hartford” in its name) for the term of the 25 year lease, 
and hiring preference for Hartford residents and minority/women owned busi- 
nesses for all direct and indirect contract work. 

Also signed was a lease for the minor-league ballpark, which will be 
owned and financed by a municipal authority, constructed by the DoNo part- 
nership, which consists of Centerplan and Leyland Alliance, and leased to 
the Rock Cats. Last week, construction trailers, excavators and heavy equip- 
ment were en route to the DoNo parcel at the corner of Main and Trumbull 
streets, just east of Main Street, where the 6,056-seat, $56 million ballpark 
will be erected, Joseph said. 

“It's a big day for the city of Hartford, obviously,” Joseph said. 


ENERGY & UTILITIES 
Malloy to propose $1B residential solar program 


Gov. Dannel P. Malloy said he will propose a residential solar credit program 
he hopes will attract $1 billion in private investment. 

As part of the legislative package he will introduce this week, Malloy will 
propose a Solar Home Energy Renewable Credit program where owners of solar 
arrays on residential properties can receive 15-year contracts from the state’s 
utilities to sell the credits they receive by generating renewable power. 

The SHREC program is modeled after the state’s Zero-emissions/Low-emis- 
sions Renewable Energy Credit program (ZREC/LREC), where electric utilities 
Eversource Energy and United Illuminating award 15-year contracts to large, 
medium, and small solar, fuel cell, and hydro projects to buy their renewable en- 
ergy credits. The ZREC/LREC program is entering its fourth year and will award 
$1.02 billion in contracts by the time the program is complete in its sixth year. 

The proposed SHREC program will build off the current Residential Solar In- 
vestment program, which provided government incentives to install solar ar- 
rays at homes. That 2011 program has led to more than 8,000 installations of 
residential solar in Connecticut and attracted $175 million in low-interest and 
long-term financing from banks and credit unions. 

Malloy estimated the SHREC program would attract closer to $1 billion in 
private investment in residential solar. 


LABOR 
Home Depot wants 80K part-timers; 900 in CT 


Home Depot is going on a hiring spree. 

The home improvement retailer said last week that it has started hiring 
80,000 part-time and seasonal workers ahead of its busiest time of the year. 

In Connecticut, the retailer says it needs 900 more associates for its 20 stores here. 

It may not feel like spring yet, but Home Depot says it expects a surge in store 
traffic as the weather warms and homeowners start new projects. 


Jia fGH]OLOHd 


Home Depot is hiring sales associates, cashiers and people to fill online or- 
ders. It says the openings are ideal for retirees and students looking for extra 
income, as well as veterans transitioning into civilian life. 

The jobs are part-time and seasonal. 

Home Depot said wages will vary depending on location and individual expe- 
rience, but a spokesman said the company pays above the average retail rate 
and minimum wage. 


Malloy pushes employee pay-disclosure bill 


Gov. Dannel P. Malloy has introduced a bill that would forbid employers from 
having pay secrecy policies. 

Malloy said such policies — under which employees can face disciplinary 
action or be fired for telling coworkers what they earn — make it difficult to 
pinpoint pay discrimination. 

“Pay secrecy practices ultimately encourage discrimination and perpetuate the 
gender wage gap,” Malloy said in a statement. “Women deserve the same pay for 
the same work.” 

Lt. Gov. Nancy Wyman called pay secrecy policies insidious and harmful to 
women and minorities. 

Malloy and Wyman cited 2010 research that found approximately half of U.S. 
workers were governed by pay secrecy rules. 

As of last year, 10 states had enacted similar laws banning the practice. 


BANKING & FINANCE 
Colt secures $33M loan facility 


West Hartford gun maker Colt Defense LLC said it has secured a $33 million 
loan that will help it repay outstanding debts, and provide liquidity and general 
working capital. 

The senior secured term loan facility is from Cortland Capital Market Services. 

In November, Colt warned that it was at risk of defaulting on its debt interest pay- 
ments, but soon thereafter secured a $70 million loan from Morgan Stanley Senior 
Funding. The Cortland loan carries 10 percent interest per year and will mature 
in 2018. Colt said it had to get amendments from its existing lenders in order to 
do the loan deal with Cortland. 


People’s United cedes its S&L charter 


Bridgeport financial giant People’s United Bank, one of the nation’s oldest and larg- 
est savings and loans, is now a nationally chartered bank, it said in a filing last week. 
The U.S. Comptroller of the Currency recently approved People’s application to 
convert from a federally chartered savings bank to a national banking association. 

People’s United Bank N.A. is its new name. 

This follows approval last Dec. 16 from the Federal Reserve Bank of New York for 
People’s United Financial to become a bank holding company, in accordance with 
national-bank guidelines, once its charter conversion was completed, the filing said. 

“The company believes that the national bank charter is better aligned with 
the bank’s commercial banking business model,” People’s said in the SEC filing. 


ENVIRONMENT 


Paint recycling program collects 240,798 gallons in 
first year 


Connecticut’s paint recycling program collected 240,798 gallons of oil-based 
and latex paint in its first year, according to a report filed by administrative 
organization PaintCare. 

In its first year that started July 1, 2013, the paint stewardship program es- 
tablished 127 collection sites in the state, providing at least one drop site within 
15 miles for 99 percent of Connecticut’s population. The program also estab- 
lished a pick-up program for larger generators of used paint like UConn and the 
state’s correction facilities. 

Of the paint that was collected, 30 percent was oil-based and sent for fuel 
blending and burned for energy. Of the remaining latex paint, 81 percent was 
recycled back into marketable paint. 


REAL ESTATE 


CT foreclosure inventory 
declined 39 percent last year 


As the number of completed foreclosures climbed, the state’s inventory of mort- 
gaged homes in foreclosure fell to 2.2 percent in 2014, according to CoreLogic. 

That was down from 3.6 percent in Dec. 2013. 

The national average in December was 1.4 percent, down from 2.1 percent 
a year ago. Connecticut ended 2014 with the fifth-highest foreclosure inventory 
rate among the 25 so-called “judicial states,” where lenders must prove the 
delinquency to courts to move a borrower into foreclosure. 

Over the past year, 5,719 foreclosures were completed in the state. That was up 
from 4,509 in the year-ago period — representing a nearly 27 percent increase. 
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MANUFACTURING 
Lighting maker to close Wallingford plant 


Acuity Brands Inc. will soon close its Wallingford plant where it 
makes lighting sensors, it disclosed in a filing. 

The approaching closure of the Northrop Road facility in April 
will mean the loss of 93 hourly and salaried positions, a human 
resources manager for the Georgia-based company wrote in a 
WARN notice to town and state officials dated Feb. 4. 

The company said in the letter that employees don’t have “bump- 
ing” rights, which would allow them to take jobs from other workers 
at other Acuity facilities. The company did not disclose the reason for 
the closure. 

Acuity, which is publicly traded, acquired the plant when it 
bought Sensor Switch in 2009 for $205 million. 

The company reported first-quarter earnings last month, post- 
ing a profit increase of nearly 15 percent. 

It disclosed a pre-tax charge of $10 million, partly for sever- 
ance and other costs related to consolidation of production ac- 
tivities. Acuity said it wants to increase investment in other areas. 
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TRANSPORTATION 
CT Republicans propose toll-less transportation plan 


Connecticut House and Senate Republicans last week jointly proposed a long-term 
transportation funding plan that doesn’t include tolls. 

The Republican proposal calls on Connecticut to invest $5.3 billion over the next 
decade to beef up the entire state transportation system. The state would issue general 
obligation bonds to fund the investments, starting with $441 million in fiscal year 2016 
and increasing to $708 million over 10 years. 

This bond proposal is in stark contrast to what Democrats are likely to pitch to fund 
future transportation projects: tolls. Gov. Dannel P. Malloy said he would support tolls on 
Connecticut highways, as long as there is a lock box that prevents the legislature from 
raiding transportation funds to pay for non-transportation programs. 

The Republican proposal also calls for no tax increases, filling all vacant positions at 
the state Department of Transportation, and re-establishing the Transportation Strategy 
Board to assess proposed transportation needs. 


TELECOM 


Frontier’s Verizon play puts 
it on ‘negative’ ratings watch 


Fitch Ratings said it has placed Frontier Communications’ long- 
term debt on a “negative” ratings watch after the Connecticut- 
based company announced plans to buy Verizon’s California, 
Texas and Florida wireline operations for $10.5 billion. 

Fitch’s announcement means that there’s at least a 50 percent 
chance it will downgrade Frontier’s credit rating, which is cur- 
rently at “BB.” 

Frontier plans to finance the Verizon deal mostly with debt 
and equity. 

The rating decision will depend on how much equity Frontier 
issues in the transaction, how much cost savings it can achieve, 
and competitive pressures, Fitch said. 

Frontier paid $2 billion for AT&T’s Connecticut wireline opera- 
tion last year. 


WHAT’S AHEAD: 


2/23 Focus: Nonprofits 
The List: Largest Foundations 
Nonprofit Profile: CT Bar Foundation 


CALENDAR 
WEDNESDAY, FEB. 18 


Change Management & Survival 
in Today’s Complex Workplace 


The Human Resource Association of Central 
Connecticut is hosting a seminar Feb. 18 to 
help managers and C-level executives better 
understand how to contend with the rapidly 
changing workplace. 


The event, which runs from 4:45 p.m. to 8 
p.m. at the Windsor Marriott, 28 Day Hill Road, 
Windsor, will discuss how emerging social and 
digital technologies are fundamentally altering 
Bill McKendree the way in which consumers relate to vendors, 
ee eee Sp a apt ner ee see 
their leaders - need to be doing to survive. 





The featured speaker will be Bill McKendree, founder of the Clarion 
Group, who is an expert in organization design, strategy development and 
implementation, management and executive alignment. He has diverse 
experience as a line executive managing large, complex companies in a 
consultant capacity. 


Cost to attend is: $40 for members; $50 for nonmembers or guests. 


For more information or to register contact Andy Thiede, administrator@ 
hracc.org or go to http://www.hracc.org/events. 
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CBIA supports the goals and recommendations of the CT20x17 campaign 20@17 > BUILD A BRIGHTER ECONOMIC FUTURE FOR EVERYONE 


to make Connecticut a top 20 state for business by 2017. 
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Ad agencies adjust to 


demand for data, analytics 


By Matthew Broderick 


Special to the Hartford Business Journal 


ith nearly 25 years of experience in market- 
W ing and advertising, Adams & Knight CEO Jill 
Adams is no stranger to data. In fact, she says 
data has been an important part of advertising since the 





Mad Men era of the 1960s. 

What’s changed dramatically in the past 10 
years, Adams says, has been both the volume 
of data and the diversity of what can be mea- 
sured, forcing marketing and advertising firms 
to re-think how they do business. 

“There’s more emphasis today on mea- 
suring engagement versus just impressions,” 
Adams said. “It’s not enough to say how many 
people viewed your T'V spot or saw your digi- 
tal ad; we want to know who interacted with 
a brand with a download, click, follow, like, 
post or hashtag.” 

The explosion of social media and online 
content has revolutionized how consum- 
ers research, interact with and recommend 
brands. It has also put the onus on advertis- 
ing and marketing firms to track the effec- 
tiveness of social media campaigns through 
data-driven research. 

The need for better and more “real-time” 
analytics has not only changed the landscape 
of the advertising industry in general, but has 
also shifted the way agencies operate. No 
longer is it good enough for firms just to be 
creative; they need to know, understand and 
interpret numbers too. 

“We've been bringing new people on board 
with a focus on social media strategists and 
data-driven marketers,” said Tony Cashman, 
president & CEO of Glastonbury-based Cash- 
man + Katz. “Today’s creative, media and 
public relations practitioners must be able to 
better understand the intricacies and nuances 
of digital and social media while being able to 
effectively analyze data to explain results, see 
opportunities and address client’s challenges.” 

Metrics, Cashman said, have become a 


much bigger part of client needs and expectations. 

“Up front, clients want to be able to quantify what ele- 
ments of a campaign worked,” Cashman explained, not- 
ing his firm works across a broad spectrum of numbers- 
driven industries including health care, financial services 
and consumer products. Some industries, such as retail, 
place a greater emphasis on data, Cashman said, and the 
technology to track metrics has evolved as a result. 

“We now can access campaign data and results 
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in real time and can provide it to clients, hourly if 
necessary,” he said. 





Jill Adams, CEO, 
Adams & Knight 





Tony Cashman, president 
& CEO, Cashman + Katz 


i 
Sara-Beth Donovan, 
senior vice president of 
media, Mintz + Hoke 








While it might seem like increased focus on data and 
analytics in advertising places less emphasis on creativ- 
ity, Sara-Beth Donovan, senior vice president of media 
for Avon-based Mintz + Hoke, thinks it helps clients 
push creative boundaries. 


“Having [more detailed] metrics gets cli- 
ents comfortable with testing new ideas,” 
Donovan explained. “That allows us to cre- 
ate campaigns that are more unique and 
can differentiate our clients.” 

That’s because real-time data analytics 
allow agencies to adjust a campaign on the 
fly, if messaging is not resonating with a 
target audience, said Andrew Wood, Mintz 
+ Hoke’s senior vice president of strategy. 

“Data allows us to be more nimble and 
flexible with our clients,” Wood said. “It’s 
about insight and refinement.” 

Insight, said Adams, is ultimately what 
clients want data to provide. 

“They don’t just want ‘big data” she 
said. “They want someone to tell them 
what all that data means and how it 
affects their marketing spend.” 

Adams & Knight created an insight 
group to focus on primary research and 
data analytics to provide better data- 
based advice about marketing methods 
most likely to create lead generation, sales 
or greater brand awareness, Adams said. 

And as social and digital channels — 
from Facebook to Twitter — become more 
crowded with users and messages, brands 
will face greater challenges building aware- 
ness and engagement. That, Cashman said, 
will lead to the next generation of marketing 
and data analytics: increased micro-target- 
ing. “There will be an even greater focus on 
customized messages at the individual or 
household level,” he said. 

Some of that granular targeting is 
already happening, according to Donovan. 

“In certain larger media markets, cable 


allows clients to send targeted messages by household,” 
she said. “And mobile targeting will become bigger over 
the next year.” 

That, in turn, will create even more nuanced data for 
ad agencies and clients to digest. 

“We have to be able to evaluate how various commu- 
nication vehicles are working together to influence behav- 
iors,’ said Adams. “That’s the only way we'll be able to 
effectively optimize the total marketing spend.” fe 


EXPERTS CORNER 


The death of integrated 
communications 


By Bill Field 


or close to 20 years, integrat- 

FE ed communications was “it.” 

Everyone wanted it and every 

communications firm pitched it. If 

you weren't integrating your com- 

munications, you were lost or plain 
out of touch. 

Advertising programs looked 
like matching pieces of luggage 
with a dizzying sea 
of sameness to them. 
The basic premise 
was that all com- 
munications needed 
to have the same 
brand look and feel 
and exude the same 
personality. 

That strategy 
worked for years 
with ad agency firms 
and companies alike 
extolling the virtues of being inte- 
grated. But what was once the 
go-to strategy has fallen by the 
wayside in today’s digital com- 
munications world. A number 
of disturb points caused a major 
disruption to the integrated com- 
munications mantra and sent it 
down the path of communications 
irrelevancy. 

Being integrated meant 
being a generalist, proficient in 
all areas of communications — 
from advertising and collateral 
to public relations and strategy. 
Everything housed under one 
roof was the order of the day. 

When network TV, radio, news- 
papers and magazines ruled the 
world, integrated communications 
made great sense. Ad campaigns 
ran for years with the integrated 
communications firms responsible 
for producing them having their 
contracts renewed year after year. 

The explosion of digital com- 
munications ultimately proved to 
be the game changer. Social media 
closely followed behind. Increas- 
ingly, the communications business 
moved from an “integrated” gener- 
alist world to one of specialization. 
Expert firms that specialized in 
digital niches exploded — inbound 
marketing, search marketing and 
even pure code development. 

Many integrated ad agencies 
and firms were slow to embrace 
the shifting trend away from an 
integrated model, or lacked the 
financial resources to invest in 
digital talent to fuel penetration 
in the new media. Young talent, 
the lifeblood of the communica- 
tions business, turned away from 
integrated shops in favor of new 
world digital operations. 

It proved to be a perfect 
storm. Pitching integrated com- 
munications capabilities was 
falling on deaf ears. It was no 
longer relevant or compelling 
and relegated to the advertising 
and communications graveyard. 





The advent of chief marketing 
officers further exacerbated the 
decline of integrated communica- 
tions. Where companies were once 
content to have one agency being 
awarded “agency of record” sta- 
tus and tasked with developing all 
their advertising and communica- 
tions work, CMOs took the oppo- 
site tack. They assumed the role 
of orchestrating the brand and the 
resulting communica- 
tions work. Being part 
of the C-suite elevated 
the importance of 
metrics return, some- 
thing that was diffi- 
cult to measure with 
an integrated com- 
munications promise. 

The common oper- 
ating approach that is 
employed by CMOs 
and many marketing 
and communications executives 
today is to work with multiple com- 
munications firms that are subject- 
level experts in their specific disci- 
plines. It is readily clear that their 
desire is for specialists, rendering 
generalist agencies irrelevant. 

The goal that CMOs are seeking 
is demonstrative results through 
ideas that work. 

In essence, the quest for break- 
through ideas has replaced inte- 
grated communications. Great 
ideas are at a premium and can 
come from many different cor- 
ners. Brands that once were all in 
with the deployment of integrated 
strategies now employ multiple 
campaigns across a variety of dif- 
ferent media platforms. It is more 
about connection and engagement 
than it is about drilling home the 
same message through repetition 
that was the model for integrated 
communications. 

Creating an ideais far more com- 
plex today. It has to be delivered in 
many different ways in new and old 
communications mediums. Instead 
of one idea, it needs to be aseries of 
ideas delivered in lots of impactful 
ways that are relevant to all audi- 
ences. It’s another death blow to 
integrated communications. 

It is still paramount to ensure 
that a brand positioning and per- 
sonality are correctly rendered in 
all communications. The downside 
risk with a multiple-idea communi- 
cations strategy is losing the brand 
voice. 

Consumers still need a compel- 
ling reason to believe and reason to 
belong to a brand. Brands are what 
you think and feel about them, 
the emotional connection that’s 
often hard to describe. It may be 
that integrated communications is 
being cast in anew light through the 
prism of new ideasandmedia. Hf 
Bill Field is the founder of 
FieldActivate, a Connecticut- 
based marketing firm. 
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LIST 


Top daily newspapers in Connecticut 


(Ranked by total daily circulation for the six months ending September 30, 2014) 


Average daily 


Average Sunday 


Print/ Print/ Publisher/ Year 
Rank Company Total circulation Digital (1) Total circulation Digital (1) Title Owner established 
The Hartford Courant 
285 Broad St. 106,658 (2) 156,982 Richard J. Daniels Tribune 
4 Hartford, CT 06115 Wee 17,054 Icke Ue 91,533 Publisher Publishing Co. Wie: 
860-241-6200; www.courant.com 
New Haven Register 
100 Gando Dr. 52,207 (3) 62,516 (4) Kevin Corrado 21st Century 
2 New Haven, CT 06513 64,210 12,003 gree 11,904 Publisher Media vole 
203-789-5200; www.nhregister.com 
Republican-American 
389 Meadow St., P.O. Box 2090 37,749 43,183 William J. Pape Il American- 
3 Waterbury, CT 06722 38,196 447 oe 441 Editor & Publisher | Republicaninc. 1844 
203-574-3636; www.rep-am.com 
: Henry B. Haitz 
Connecticut Post Group Publisher & Hearst Media 
4. 410 State St. 34,266 30,093 (5) 47,640 aioe President Services 1883 
ee oh eee 4,173 2,646 Hearst Media Services, Connecticut 
a NE ep OSES Connecticut 
Journal Inquirer 
306 Progress Dr., P.O. Box 510 27,946 31,165 Elizabeth S. Ellis Neil and 
5 Manchester, CT 06045 BUS 32 31,197 (6) 32 Publisher Elizabeth Ellis 1968 
860-646-0500; www.journalinquirer.com 
The Day 
47 Eugene O'Neill Dr., P.O. Box 1231 20,714 24,128 Gary Farrugia The Day 
6 New London, CT 06320 enot 3,183 25,338 1,210 Publisher Publishing Co. io! 
860-442-2200; www.theday.com 
Ti Henry B. Haitz 
ine MLE es Group Publisher & Hearst Media 
7 333 Main St. 14,142 12,267 19,832 18,031 President Services 1883 
SRP Halt nBwetind = : lew eo Hearst Media Services, | Connecticut 
; www.newstimes.co Conncecu 
The Hour 
1 Selleck St. 7,670 17,659 Chet Valiante The Hour 
8 Norwalk, CT 06855 TE POON) 5,083 22,636 4,977 Publisher Publishing Co. in 
203-846-3281; www.thehour.com 
The Bulletin 
10 Railroad PI. 11,990 15,547 Nadine McBride GateHouse 
9 Norwich, CT 06360 bee 0) 652 16,199 652 Publisher Media Inc. 1791 
860-887-9211; www.norwichbulletin.com 
Henry B. Haitz 
The Advocate : ; 
4 0 9A Riverbend Dr. South, P.O. Box 9307 aoe 2,023 (8) eee 12,623 ater? aa eee saan 
Stamford, CT 06907 re 756 274 Hearst Media Services, | Connecticut 
‘ www.stamfordadvocate.com Gonnecticut 
The Chronicle 
1 Chronicle Rd., P.O. Box 148 4,870 6,111 Patrice Crosbie The Chronicle 
4 4 Willimantic, CT 06226 SH 377 6,488 (9) 377 Publisher Printing Co. tery 
860-423-8466; www.thechronicle.com 
. ; Henry B. Haitz 
eee en ine Group Publisher & Hearst Media 
A 2 1445 E. Putnam Ave. 5,200 4,730 6,986 6,508 President Services 1877 
Old Greenwich, CT 06870 , 470 478 Hearst Media Services Connecticut 
203-625-4400; www.greenwichtime.com Connecticut : 


Source: Alliance for Audited Media semiannual Newspaper Snapshot report for the six months ending Sept. 30, 2014. 

Notes: NA = Not applicable. Daily average represents Monday-Friday unless otherwise indicated. The Record-Journal is not audited by Alliance for Audited Media and did not complete a survey. 
(1) Digital represents the number of people who subscribe to the nonprint edition of the newspaper through tablet or smartphone apps, PDF replicas, metered or restricted-access websites or e-reader editions. 

(2) Includes The Reminder News, an affiliated publication with 5,400 copies. 

(3) Includes Shoreline Time and Milford Orange Bulletin, affiliated publications with 17,902 copies. The Middleton Press, also an affiliated publication, is included on this list and contributes 3,029 copies to the Register's daily print. 
(4) The Middleton Press, an affiliated publication, is included on this list and contributes 2,444 copies to the Register's Sunday print. 
(5) Includes Fairfield Citizen and Westport News, affiliated editions with 1,013 copies. 

(6) Figure represents average Saturday circulation; Journal Inquirer does not publish on Sundays. 

(7) Figure represents average Monday - Saturday circulation. 

(8) Includes Darien News, an affiliated publication with 178 copies. 

(9) Figure represents average Saturday circulation; The Chronicle does not publish on Sundays. 


—Compiled by Roger Magnus and Heide Martin. To view the full list, please visit HartfordBusiness.com 


STRATEGI 


ADVOCACY WRITING | CONTENT DEVELOPMENT | MEDIA RELATIONS 
CRISIS COMMUNICATIONS | PROJECT MANAGEMENT 


by the numbers 


860.729.3021 
info@express-strategies.com 


www.ctbythenumbers.info 


| a ii | @CTnumbers 
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¢ Annually the expo attracts approximately 4,500 diverse and highly- 
targeted decision-makers from across CT and neighboring states. 


- Over 50% of attendees are CEO, CFO, COO, President, Guide, Floor Plan and Signage the day of the show! 
Vice President, Partner, Owner, Director or Senior Manager. 


Seminar online at www.CTBEXPO.com 
- Attendees represented over 250 major industries in 2014. 





"Woking fo for a qualified aes " i 


- Your Seminar will be featured and promoted in CTBEXPO Print 
and Online Marketing, the CTBEXPO Website, Offcicial Show 


- CT Business Expo e-blasts will promote registration for your 





Space is Limited ~ Reserve Today! 


For more info, contact Brittney Michaud at 
bmichaud@HartfordBusiness.com or 860-236-9998 x133 
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Connecticut Business 
Connects on June 4th! 












CT Business EYpo Connecticut Convention Center « Hartford 
Learn » Connect » Prosper www.CTBEXPO.com 


Presented By: Produced By: Platinum Sponsors: Gold Sponsors: 
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Alterra-Rocky Hill owners 
erecting second apts. in town 





apartments in two decades has bro- 

ken ground for its second rental com- 
plex in town, with an estimated $26 million 
development price tag. 

New Jersey developer/landlord Conti- 
nental Properties, owner of the 144-unit 
Alterra-Rocky Hill apartments, is erecting 
the 144-unit Montage-Rocky Hill apart- 
ments in five, three-story buildings on 12 
acres of newly created Sagamore Lane. 

Completion is set for fall 2016. 

Despite differences in elevation and cer- 
tain amenities, the design and floorplan of the 
Montage’s 54 one- and 90 two-bedroom units 
mirrors much about Alterra at 11 Kensington 
Lane, which opened in November 2013. 

Montage also will have a 2,600-square- 
foot clubhouse; a putting green; a Bark Park 
for pets; an organic garden; nature walk 


T he developer of Rocky Hill’s first new 


G 1V@ by 


with fitness trails; and detached garages, 
said Continental Properties Managing Part- 
ner Steven Fisch. 

Montage, too, will offer a Juice Bar Electric 
Vehicle car-charging station on the premises, 
same as the one installed at Alterra when it 
opened in 2013. 

Thomas J. Brennan Architects is the 
designer. Continental Properties serves as 
its own general contractor, officials said. 

First Niagara Bank is the construction 
lender. 

Continental says it acquired the land for 
Montage in 2014. 

eee 
$1M Hamden apt. sale 

An 18-unit Hamden apartment complex 
has sold for $1.07 million, brokers say. 

The complex includes four buildings at 
63-69 and 75 Fairview Ave., and 154-164 War- 
ner St. The complex comprises 18 units in 
four buildings. 

Press/Cuozzo Commercial Services says 
it represented seller Tomar Real Estate Asso- 
ciates LLC, and brought buyer Warner-Fair- 
view LLC to the deal table. 

eee 
Dentists’ expansion 

Newington dentist David Bell has acquired 

the Berlin Turnpike building housing his The 
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Dental Center LLC 
practice. 

Bell bought the 
6,456-square-foot 
office building at 
2304 Berlin Turnpike 
from Edward Herzig, 
said seller's broker 
Pearce Real Estate’s 
Rocky Hill office. 

Bell, who shares 
the practice with his son, plans an exten- 
sive exterior and interior renovation of 
the two-story building erected in 1973 to 
expand the practice, Pearce brokers said. 

Reese Commercial represented David Bell. 

eee 
Sentry’s E. Hfd. listings 

A 14,160-square-foot industrial facility 
at 672 Tolland St. in East Hartford is on the 
market, with a $545,000 asking price. 

Sentry Commercial has the listing for the 
building on 0.81 acres, with heavy power, one 
drive-in door, three dock doors and 6,000 
square feet of office space. 

Just down the block, at 654 Tolland St., 
another industrial building with 40,401 square 
feet, is for sale. Sitting on 1.58 acres, the build- 
ing has five loading docks and heavy power, 
suitable for warehouse, manufacturing or 
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RadioShack closing 24 CT stores 

Electronics retailer RadioShack, which 
has filed for Ch. 11 bankruptcy, plans to 
close 24 Connecticut stores — one-third of 
them in Greater Hartford, it said in a filing 
late last week. 

The Connecticut locations are among 1,784 
RadioShack will shutter across the country. 

On the list are stores in West Hartford, 
Avon, Newington, Windsor, Manchester, 
Tolland, Cheshire and Hamden. 

The filing doesn’t state exactly when the 
stores will close. RadioShack had about 
21,000 employees as of last week’s filing. Hi 


Greg Seay is the Hartford Business Jour- 
nal News Editor. 
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‘Elvis has left the buildin 


for what was then one of Connecticut’s biggest 
real estate lenders, and wrangling real estate 
investments for 14 years for predecessor Aetna 
Inc., Reilly was recruited in 1995 to help set up 
and run Cornerstone for parent Massachusetts 
Mutual Life Insurance Co. 

During Reilly’s 20 years at Cornerstone, its 
managed assets have mushroomed from $980 
million when it was primarily MassMutual's 
equity-real estate investment and management 
arm. Today, Reilly and his 314-person global 
team (about 170 in Hartford) oversee $47.4 bil- 
lion in managed assets on behalf of its parent 
and third-party institutional investors, such 
as pension funds and nonprofit endowments 
and foundations. It also provides investment 
advisory and capital-raising services. 

Credit for much of Cornerstone’s growth 
goes to Reilly, who is as smart and entrepre- 
neurial as he is witty and egoless, say people 
who know him. But, the long days and weeks, 
the globetrotting between Hartford to its far- 
flung offices in London, Germany and Asia 
— an overseas expansion Reilly launched in 
2005 — have taken their toll, he says. 

“Number one,’ said Reilly, 67, “you realize 
... ’ve been here 20 years. It’s a great compa- 
ny — part of my life. But you spend so much 
time here — 80 hours a week. After a while, 
you realize it wears on you.” 

Hartford realty broker-adviser Richard 
Mulready has known Reilly since 1973, when 
Mulready was chief loan officer for defunct 
Hartford National Bank’s Westport real estate 
investment trust, HNC Realty, and hired an 
inexperienced Reilly to work there. 

“I have five friends in the world, and he’s 
one of them,” said Mulready, founder of R.M. 
Bradley & Co., whose office is two floors above 
Reilly’s 17th-floor suite in Hartford’s “Gold 
Building.” “He’s a bright guy. He learned the 
real estate business well. He sees the big pic- 
ture. He knows the A-B-C’s — the alphabet part 
of the business. But he’s smart enough not to 
look just at the letters, but the paragraphs, too.” 

Reilly says real estate enamored him prac- 
tically from the start. 

“It’s avery dynamic business. It’s a people 
business,” the Simsbury resident said. “It’s 
ever changing. It’s never boring.” 


Fast guns 

His true education into the industry, he said, 
came during the mid-70s economic slump that 
sent property values into a tailspin. Troubles 
rippled through HNC Realty’s construction- 
financing portfolio, including involvement in a 
loan “to the wrong developer,’ Reilly said, for 
which HNC had to step in and almost restart 
the project from scratch. 

“We were all young and obviously aggres- 
sive, trying to do the right thing,” Reilly said. 
“It was more of acowboy-style mentality. Our 
guns were filled with cash and we were going 
to fire our bullets.” 

Unfortunately for Team HNC, realty buck- 
aroos throughout New England and the U.S. 
were gunning for big deals, too. Before long, 
the mid-70s commercial market was bristling 
with too many realty investors/developers 
chasing too few viable projects, careening it 
toward eventual collapse. 

Reilly was part of Mulready’s HNC team of 
a half-dozen loan officers who became loan- 
workout specialists overnight. HNC eventually 
unwound or sold off its mostly troubled assets 
in that period, many for cents on the dollar, 
wracking up a $50 million loss, said Reilly, add- 
ing “I worked my tail off to solve the problems.” 

“Lalways say I got a $50 million education,” 


12 Hartrorb Business JournaAL ® February 16, 2015 


> 
- 
- 
Lu 
oc 
oO 
a 
=> 
<x 
a 
> 
Lu 
w 
Lu 
| el 
oc 
—) 
(2) 
oO 
a 
Lu 
| mel 
—) 
an 
oc 
| al 
= 
oO 
oO 
oO 
| 
oO 
x= 
jas 


- 





David Reilly, center, at a holiday party 27 years ago at former property-casualty insurer Aetna Inc., where he once 
worked. He is flanked by former Aetna colleague Andrea Rothstein and Alan Connor, a then-Aetna executive who later 
recruited Reilly to work for him when Connor started up Cornerstone Real Estate Advisors. Reilly later succeeded 


Connor as Cornerstone’s CEO. 


he said of that period. “You learned that 
things don’t always go right.” 

“Today, what’s so dramatically different 
is the market is much more transparent,” 
he said, citing the mass of online market 
research and intelligence about specific mar- 
kets and what developers are doing in them. 

Reilly says today’s Cornerstone Real 
Estate Advisors is a major player, particular- 
ly in the middle market, in a realty advisory 
industry in which clients are gravitating more 
toward firms offering “a complete basket of 
goods” like Cornerstone’s. 

He says U.S. interest rates likely will remain 
at historic lows for another six months to a 
year, before the Federal Reserve slowly revers- 
es their course, to manage inflation. Also, the 
influx of foreign money into the safe-haven of 
U.S. debt and the dollar could extend the low- 
interest-rate environment, he said. 

“There’s abundant capital out there” to do 
deals, he said. 

But Reilly harbors some worries, particu- 
larly overseas. Economic instability in the 
European Union, particularly in Greece, Por- 
tugal and Spain, could spark tariff wars and 
other protectionist measures that hobble real 
estate investment, he said. The United King- 
dom, Germany, along with the Nordic nations, 
are the EU’s bright spots, he said. 

Back at home, two prominent East Coast 
developments, admirers say, best illustrate 
Reilly’s big-picture focus, negotiating skills 
and attention to detail. 


Prominent pair 

In Boston, MassMutual and Cornerstone are 
financial partners in the Fan Pier, a projected 
$4 billion-plus mixed-use development cover- 
ing nine city blocks in a former industrial zone 
overlooking Boston Harbor. Developer Joe Fal- 
lon said he brought in both because of Reilly, 
whom he has known and worked with for years. 

“There's a great respect for each other’s capa- 
bilities,’ The Fallon Co. president and CEO said. 
“Dave has great common sense. Dave can cut 
through the B.S. and he understands the benefits 
of [Fan Pier]. He understands what I do.” 

In southwest Florida, MassMutual has 
owned the renowned 732-room Marco Island 
Marriott Resort since 1971. Reilly persuaded 


the insurer, starting in 2000, to invest huge sums 
to recast the resort as a high-end retreat, add- 
ing aluxury spa, more meeting space, new and 
renovated guest rooms, restaurants and Swim- 
ming pools, said resort General Manager Rick 
Medwedeff. Reilly even chose the colors for the 
resort carpeting, the GM said. 

Today, all of Marco Island’s resorts are col- 
lectively touted highly among guests and travel 
reviewers, largely due to Reilly's upgrade of the 
Marriott Resort, which is profitable and regu- 
larly posts record stays, Medwedeff said. 

“He’s not your traditional CEO,” said 
Medwedeff, who arrived as the resort’s GM 
in 2005. “He’s one of the sharpest financial 
negotiators in the country.” 

Alan Connor worked with Reilly for a 
time at property-casualty insurer Aetna, in 
its investment-assets division. Later, when 
MassMutual recruited Connor to establish 
Cornerstone, Reilly was one of Connor’s first 
hires. In 2005, Reilly succeeded Connor as 
Cornerstone’s CEO, when the latter retired. 

“High integrity. A definite team player. 
That goes with the no-ego thing,’ said Con- 
nor, who divides his time between Wyoming 
and New Mexico. “He’s never out for himself. 
He’s extremely high energy.” 

Connor recalls working nights when, as his 
boss, he would have to tell Reilly that it was time 
to go home. Reilly’s keen attention to details and 
great pride in his work are hallmarks, Connor 
said. 

“He wouldn't let anything go out from 
Cornerstone that wasn’t absolutely perfect,” 
Reilly’s ex-boss said. 

MassMutual Chairman, President and 
CEO Roger Crandall, too, has high praise for 
his retiring lieutenant. 

“lve worked closely with Dave for 
nearly two decades, and he is the embodi- 
ment of professionalism, leadership and 
integrity,” said Crandall. “Throughout his 
career, Dave has not only been a driving 
force behind Cornerstone’s continuing suc- 
cess, but has been a great role model and 
champion for the company’s values.” 

Scott Brown, the former CBRE-New Eng- 
land asset-manager/investor hired to succeed 
Reilly as CEO, has known him for 15 years. 
Both partnered on deals together, Brown said. 


The David C. Reilly File 


Vitals: Born in New Haven July 5, 1947; 
raised in Cheshire. Now lives in Simsbury 


Family: Married 45 years; parents of two 
grown daughters — a California doctor 
and a New York City teacher 


Education: Boston College, business 
degree, 1969 


Career: New Haven school teacher; The 
Hartford; HNC Realty; Aetna Inc.; 
president, Mellon McMahan, San 
Francisco, 1992-95; Cornerstone Real 
Estate Advisors, 1995 to April 2015 
(CEO from 2005 to present) 


Leisure: Last book read, “Gone” by James 
Patterson. Taking a page from his father, 
who enjoyed doing things with his 
hands, “I like to build things. | like doing 
odd jobs.” The list includes erecting a 
shed, adding rooms in houses, among 
other hands-on projects. 


Despite that, Brown says he lacked “a full 
appreciation for ... what a character he is. I 
have asense of humor, mostly about myself. I 
wouldn't say I have his sense of entertainment.” 

“It is absolutely humbling to fill the great 
shoes Dave has created,” Brown said. 


Florida ‘goodbye’ 

Of all the successful skills Reilly has cul- 
tivated, none has been more important, he 
and others say, than his wry sense of humor, 
invoked as needed, either as a tension break- 
er, or to cement a point or lesson about Cor- 
nerstone’s business model. 

“My style is I’m very open,” he said. “Not 
at all reserved. I like to kid around. In some 
cases, you find things get so tense, you need 
some way to break the ice. We're not brain 
surgeons. We’re not making life-and-death 
decisions. We're dealing in real estate. If 
youre not a ‘people person’, then don’t get 
into real estate.” 

An avowed “terrible golfer,” Reilly says he 
enjoys playing the links more for the camara- 
derie among friends and colleagues than his 
score. He applies his trademark wit when he 
senses deep tension between parties at the 
deal table. It’s an aesthetic he says he’s proud 
that his Cornerstone team has embraced. 

His eccentric wit, or what the Marco Island 
GM Medwedeff calls Reilly’s “goofball side,” 
was on full display at Cornerstone’s 20th anni- 
versary business meeting/celebration at the 
resort last October. 

It was there that Reilly, donning costumes 
as four separate literary and entertainment 
personas — including as Don Quixote and 
Elvis Presley, clad in glittery white pant suit 
and dark wig and exiting with the line: “Elvis 
has left the building” — regaled his staff and 
MassMutual colleagues with songs and danc- 
ing, to declare he was retiring. His announce- 
ment even drew hugs from resort staff. 

“That was his way of saying ‘goodbye’ to 
everybody,’ Medwedeff said. 

Medwedeff recalls another time when, on 
a business trip to Marco Island, Reilly climbed 
aboard a golf cart, accidentally mashed the 
accelerator and plowed through the resort’s 
landscaping. 

“I very much like our team spirit and embed- 
ded in the operation is our sense of humor and 
ability to cajole,” Reilly said. “Seventy percent of 
our waking hours are spent working, so why not 
have some fun. If you don’t enjoy it, why do it?’ 
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says Maureen Price Borland, who runs 
Hartford’s Community Partners In Action, 
a nonprofit support agency for ex-offenders 
and others. “We look to punish folks for their 
crimes, but they aren’t (in prison) forever.” 

Gov. Dannel P. Malloy lately has tra- 
versed the state, touting the merits of his 
“Second Chance’ initiative as an alterna- 
tive to continuing to invest huge sums to 
house, feed, treat medically and guard con- 
victs, and prosecuting re-offenders. 

His proposals include reclassifying 
certain nonviolent offenses as misdemean- 
ors and eliminating mandatory minimum 
sentences for drug possession, but also 
expanding a post-prison employment pro- 
gram that provides ex-convicts vocational 
skills training and adult basic education. 

Steps Malloy has outlined in his initia- 
tive collectively would build on a host of 
existing state, federal and nonprofit-funded 
programs meant to elevate a downtrodden 
segment of society into productiveness, 
advocate say. By doing so, the state can 
cut costs by curbing the volume of parol- 
ees who, outside prison encounter closed 
doors to employment and shelter, reoffend 
and return to prison. Ex-offenders also 
offer an extra pool of labor just as the state 
and national economies are expanding. 

Time has arrived to reorient the focus on ex- 
offenders as drags on society and the economy 
to one that values them as potential contribu- 
tors to the well-being of both, advocates say. 

“We've been saying for several years there’s 
aneed to change the way we do prison reform 
in Connecticut,” said Pete Gioia, economist for 
the Connecticut Business & Industry Associa- 
tion, the state’s leading employer lobby. 


High costs and barriers 

It costs Connecticut about $50,000 — 
tuition for a year of college — to care for 
each of its approximately 13,500 male and 
female inmates annually, authorities say. 

According to the U.S. Census Bureau, 
Connecticut in 2007 spent the equivalent of 
$686 for every child, woman and man in the 
state to mete out justice to all lawbreakers. 
Another $189 per capita was spent that year 
to shelter, feed and guard the ones whose 
offenses warranted prison time. 

Why not, advocates say, invest some of 
that prison budget into programs that help 
ex-offenders transition successfully outside 
jail into steady earners who make enough 
to pay taxes and support their families. 

A broad gauntlet of nonprofit support 
agencies in the Hartford region and the 
state’s other urban centers exist to level the 
playing field for ex-offenders. They include 
The Open Hearth, which provides ex-cons 
with transitional housing, vocational train- 
ing, among other support services; and Com- 
munity Partners In Action, and Our Piece Of 
The Pie, all three in Hartford. In Bridgeport, 
nonprofit Career Resources Inc. oversees all 
of Connecticut’s STRIVE programs, a jobs 
acquisition-retention model for ex-offenders 
and other underserved residents. 

Community Partners In Action pro- 
motes alternatives to incarceration for 
non-violent offenders through live-in 
and non-residential support programs, 
Borland, the agency’s executive direc- 
tor said. Presently, Community Partners 
has a $1 million federal labor department 
grant to team with other agencies to 
train and place 125 ex-offenders in med- 
ical-bill coding, construction and certain 
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Re-entry barriers 


Softer landing 


Connecticut’s nonprofit and employment 
communities have these suggestions for 
improving ex-offenders’ re-entry into the 
work and social world: 


Ban the box — Requiring parolees or 
others convicted of crimes to check off 
a box or otherwise publicly declare 
their criminal histories is unfair. “It’s the 
new scarlett letter,” said Scott 
Wilderman, president/CEO of Career 
Resources Inc. in Bridgeport. 


Indeed, an applicant’s criminal 
background should only be a factor 
once an employer opts to hire him, 
advocates say. 


Employability certificates — The 
Connecticut Sentencing Commission 
has recommended issuing these to 
eligible parolees as a means of 
boosting their job opportunities, says 
commission member John Santa, a 
Fairfield County businessman. The 
certification would take into account 
such factors as the individual’s 
criminal and prison record, education, 
skills and a demonstrated willingness 
and ability to transition positively back 
into society. 


Tax credits — Their value as incentives is 
limited, experts say, because many 
small operators who could benefit are 
put off by all the paperwork and red 
tape. Conversely, large employers find 
the credits too small to be worthwhile. 


Ex-offenders you know? — Often, 
experts say, they are neighbors, friends, 
relatives who got busted for driving 
intoxicated, shoplifting, or some other 
crime for which no prison time was 
meted out or their names weren't 
plastered all over a newspaper. Some 
ex-offenders say people are shocked 
and admit they had no clue when they 
admit their history to them. So, if a 
person is qualified to do a job, and 
does it to standards or better, what 
difference should a prison record make 
in hiring or retaining them in the job. 


— Gregory Seay 


environmental-related trades, she said. 

The rate at which Community Partners’ 
ex-offenders land back in prison has fallen 
steadily with the advent of these and other 
programs, Borland said. Hartford’s Our 
Piece Of The Pie says it places 200 to 250 
ex-offenders into job internships annually, 
with the nonprofit paying each a salary. 
Typically, interns wind up with permanent 
jobs where they were, said Our Piece opera- 
tions chief Hector Rivera. 

Our Piece’s recidivism rate is one out 
of every four or five in its programs vs. the 
statewide recidivism average of more than 
four in 10, Rivera said. 

“Introduction to the legal system is not 
a death sentence,” Rivera said, “when it 
comes to individuals who have the drive 
and motivation to want to be able to change 
and impact their lives ...” 

The nexus in this region for these and 
other support programs is the Hartford Foun- 
dation For Public Giving, in its role as public 
steward of donations from individual and cor- 
porate donors, foundations and endowments. 
Judy McBride is aformer federal Department 
of Justice official who is the foundation’s 
senior program officer. 
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Rollo Jones Sr., left, and wife Rochelle Jones, owners of Capital Masonry Inc. in Hartford. Ex-offender Perry 


Johnson, right, is their employee. 


These employers say race 
Still rates in hiring ex-cons 


By Gregory Seay 


gseay@HartfordBusiness.com 
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ochelle and Rollo W. Jones Sr., own- 
ers of Capital Masonry in Hartford, 
are fervent that men and women 
with past run-ins with the law should 
have asecond chance in life, starting with 
a good job. 

So much so, they convinced the city, in 
collaboration with Capital Workforce Part- 
ners’ Hartford Jobs Funnel initiative, to con- 
tract with them to teach masonry skills last 
summer to 15 ex-convicts while satisfying 
the city’s need to repair or install sidewalks 
in the city’s North End. They say they have 
been paid to conduct similar training pro- 
grams for the unemployed and underem- 
ployed, including ex-offenders, since 2008. 

The Joneses’ applaud the governor’s 
promotion of “Second Chance” initiatives 
that, among other things, urges all Con- 
necticut employers and housing providers 
to help ex-offenders productively reinte- 
grate into society. 

But blunt-talking Jones Sr., a bear of a 
man who built his business with his bare 
hands, and Rochelle Jones, a former teacher 
and assistant principal in Hartford’s school 
system, aren't ones for mincing words. Hir- 
ing “re-entrants,’ they say, also is arace issue. 

Such reform initiatives would stand 
better chances, they say, if race was fully 
acknowledged as the 800-pound gorilla in the 
room everyone pretends not to notice. It’s a 
pattern the Joneses say they’ve seen all too 
often in and around Hartford, and the chief 
reason they're skeptical about the latest pitch 
to help ex-offenders find meaningful work. 

Most employers couch their reluc- 
tance, Jones Sr. says, about hiring former 
prisoners amid concerns for the safety of 
their customers and employees. 

“I don’t see it as much as they’re ex-con- 
victs,’ Jones Sr. said, “as much as they’re 
black and Hispanic.” 

Hartford City Council President Shawn 
T. Wooden keynoted the City Hall gradua- 
tion ceremony last June for the 15 Job Fun- 
nel graduates, all but two of whom now 
work construction. Wooden describes the 
Joneses as “passionate and persistent about 





a program that did training and mentoring,” 
adding he sees the Jobs Funnel-Capital 
Masonry training partnership as a state 
model. 

“Tt can be replicated and expanded 
to other trades, to other industries,” said 
Wooden, an attorney. “Government has to 
be apartner in incentivizing the private sec- 
tor to engage and perform their business in 
a way that promotes the public good.” 

The Joneses say they have a blueprint for 
interacting with their interns, even those who 
think the married duo might be pushovers. 

“T tell ‘em as soon as they walk through 
the door, ‘This is my house. I'm not afraid of 
none of you,” Jones Sr. said. “This is my wife 
and this is [our office assistant] and you will 
respect them.” 

Rochelle Jones, who has a doctorate in 
education and was a Weaver High assistant 
principal, is Capital Masonry’s president. 

While Jones Sr. taught masonry skills 
to the program's 15 participants, who drew 
$100 weekly stipends if they didn’t miss class 
and were on time to learn, Rochelle Jones 
imparted such job and “life skills” as proper 
construction attire and industry lingo; the 
importance of being on time; even tips on how 
to nonviolently defuse tense work situations. 

“Construction is a different mindset,” 
she said. “You have to work with people 
you may not like, side by side.” Laborers, 
she said, earn as much as $44 an hour ina 
prevailing-wage and union job; bricklayers 
draw as much as $60 an hour. 

Perry Johnson, 40, served three years 
in Connecticut prison for manslaughter. 
Frustrated at being repeatedly turned away 
from jobs because of his record, the Hart- 
ford native eventually found steady work as 
a janitor for a private cleaning service. 

Eventually, he found his way into the 
city Jobs Funnel construction-training 
partnership with the Joneses and gradu- 
ated from the program last June. Today, 
he works for Capital Masonry. 

“I was taught that if you're going to suc- 
ceed in this world, you're going to have to 
work,” said the married father of two. “By 
me being able to get this second chance, it 
really did change my life because I can go 
forward the right way.” a 
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PDS Engineering & Construction served as General 
Contractor for an addition to the existing US 
Cosmetics facility in northeastern Connecticut. 
Particular attention was given to ensuring that the 
floor system was constructed to be completely level 
in order to balance all the material and products 
being stored on the racks. This project was 
completed on time and within budget. 


PDS has been meeting 
the needs of the 
construction industry 
since 1965. Our 
dedicated team of 
design and construction 


Project Features: 
- 50’ storage racks throughout the entire addition 


professionals welcomes 
the challenge of serving 
its past and future 
customers on their most 
demanding projects. 


PDS ENGINEERING & 
CONSTRUCTION, INC. 


107 Old Windsor Road, Bloomfield, CT 06002 
(860) 242-8586 | Fax (860) 242-8587 


INDEPENDENT AUTHORIZED BUILDER 


CHIEFEF 
BUILDINGS 
a division of Chief Industries, Inc. 


The builder’s choice in metal building solutions. 





Our award-winning marketing and public relations team 
specializes in nimble strategies that can adapt to changing 
technology and changing business needs. 


CO-COMMUNICATIONS 


MARKETING & PUBLIC RELATIONS 
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>) Second Chances 


McBride said many ex-offenders have mul- 
tiple barriers in their way, even before they 
begin the job search: Locked away so long, 
they often have outdated or no job skills or 
training, not even a driver’s license. 

“They often have families they need to 
take care of,” said McBride. 


Redemption story 

Jose Quinonez, 39, of Hartford, served 
11 years and eight months in Connecticut 
prison for trafficking heroin. Freed in 2011, 
he enrolled in STRIVE, which he says not 
only coached him on boosting his self-confi- 
dence but also helped him appreciate the job 
skills he amassed before and during prison. 

He worked daily in the prison mess, serv- 
ing breakfast to fellow inmates, taking out the 
garbage and other tasks. He also worked as 
a bilingual translator between inmates and 
prison staff. He was paid 30 cents a day. 

“You may not have all the skills, but you 
have some skills,” said the single father of a 
daughter in college. STRIVE counselors, he 
said, helped him pitch to hirers skills he gained 


NOTEBOOK 


Jim Barnes was sued in September by quasi-state agency Connecticut Innovations after his renewable energy com- 


serving breakfast to 1,500 inmates daily. Qui- 
nonez now works at a Vernon restaurant and 
as aSTRIVE counselor. He says he is about to 
obtain certification as a fitness trainer. 

His actions post prison, Quinonez says, 
not only have boosted his self-esteem and 
given his life renewed meaning, but also 
have elevated his prestige among his peers. 

“It’s like a rebirth,’ he said. “My friends 
and family look at me and they’re proud of 
me again.” 

Fairfield County energy entrepreneur 
John Santa says he’s long been a second- 
chance champion, and it’s a reason he sits 
on the Connecticut Sentencing Commis- 
sion, which reviews and sets incarceration 
terms and guidelines for criminals. 

The commission, he said, has urged the 
state to issue a “certificate of employability” — 
a kind of “good housekeeping seal,’ Santa says 
—for parolees who meet the qualifications to 
make them more attractive to employers. 

“That’s the hook for employers,” Santa 
said. “When we make an ex-offender into a 
taxpayer, then we all win.” z 


= ——— 


pany missed a payment on a $3 million loan and failed to meet its employee-count requirement. 


Lawyer: Jim Barnes, Cl near 
settlement on $3M lawsuit 


Jim Barnes, the former head of Oakleaf 
Waste Management in Windsor and FM 
Facility Maintenance of Hartford, is nearing 
a legal settlement with Connecticut Innova- 
tions over a $3 million loan the quasi-state 
agency made to arenewable energy company 
he started a few years ago, according to the 
attorney representing the businessman. 

In September, Connecticut Innovations 
filed a lawsuit against Barnes and his West 
Hartford renewable energy companies Broad- 
star Wind Corp., Broadstar Energy Corp., and 
Broadstar Investment Co. seeking to recoup a 
10-year, $3 million loan originally made in 2011. 

Broadstar stopped making payments on 
the loan in August with a balance of $2.9 mil- 
lion remaining, according to the lawsuit. CI 
also alleges that Broadstar failed to meet its 
employment requirements under the state- 
backed loan agreement. 

Broadstar Energy had zero employees in 
Hartford at the end of 2013 when the loan 
agreement called for it to have 62, according 
to the lawsuit said. 

Because of the penalties involved for not 
hitting the employment target, Cl is asking 
for $3.1 million plus attorneys’ fees. 

Hartford attorney Edward Taiman, who 


is representing Barnes, said the legal issue 
is being worked out. 

“The parties expect this to be resolved, 
and my clients intend to pay everything,” 
said Taiman, who did not offer a timeline 
for a settlement resolution. 

Barnes’ attorney filed his response to 
the lawsuit in December, but the two sides 
still have a friendly working relationship — 
the lawsuit notwithstanding — and want to 
resolve the situation amicably, Taiman said. 

Cl’s attorney, Eric Goldstein of Hart- 
ford law firm Shipman & Goodwin, did not 
return calls for comment. 

Barnes founded Oakleaf Waste Manage- 
ment in 1995 and sold the company for $655 
million in 2007. He also served as chairman 
of FM Facility Maintenance, a company 
that provided contract maintenance ser- 
vices to more than 130,000 client locations. 

Barnes invested in Broadstar Energy in 
2009 and became its chairman. Broadstar 
manufactured non-traditional wind turbines 
that could be installed onsite at a small facil- 
ity, similar to asolar array. The business plan 
included having FM Facility Maintenance 
install those turbines for its customers. 

— Brad Kane 
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TWO 55” TV WINNERS 
EVERY WEEKDAY! 








ENTER AT £ /NBC CONNECTICUT 


Winners announced every weekday 
in the 6am and Evening News. 





area who are 18 or older. Begins 1/28/15 at 5:00am and ends 2/25/15 at 10:00pm. Limit 1 entry per person/email address. 
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MOVERS & SHAKERS 





Dr. Conrad Collins 





UConn Health adds two 


Primary care physicians Dr. Conrad Collins and 
Dr. Phil Watsky have joined UConn Health. 

Collins and Watsky will offer vaccines, physicals, 
cardiology and radiology services, and chronic dis- 
ease management at UConn Health’s Plainville of- 
fice at 7 North Washington St. 


Robinson+Cole nabs Bingham 
McCutchen partner 


Former Bingham McCutchen lead attorney Stu- 
art D. Rosen has joined Robinson+Cole’s Hartford 
office as a partner resident. 

Rosen will serve in the firm’s insurance and rein- 
surance and business litigation groups. 

Rosen represents insurance companies, corpo- 
rations, banks, investment management firms, and 
real estate owners and developers in commercial 
litigation. 


Senate Republicans appoint 
urban affairs director 


Connecticut Senate Republicans have hired 
Avery Gaddis as director of urban affairs, a new 
position focused on reaching urban communities. 

In this new role, Gaddis will join the Senate Re- 
publican office’s community development and pub- 
lic affairs division and will be responsible for orga- 
nizing outreach to large and small cities as well as 
minority groups across the state. 

Gaddis previously worked as a small business 
loan officer for the Community Economic Develop- 
ment Fund and also served as the vice president of 
the Waterbury branch of the NAACP. 


Goodwin College adds three 


East Hartford’s Goodwin College has made three 
new hires to various departments. 

Greg Jordan will serve as an advancement spe- 
Cialist; Martin Levine has been hired as a place- 
ment coordinator; and Kevin Peloquin has been 
added as a graphic designer. 


St. Francis names new OB/GYN chair 


Phillip Y. Roland has been appointed chair of the 
Department Obstetrics and Gynecology and phy- 
sician leader of the Women and Infants Service 
Line at St. Francis Hospital and Medical Center. 

In this new role, Roland will work alongside Laura 
Bailey, executive director, to oversee the service line 
that includes the Comprehensive Women’s Health 
Center, OB/GYN residency program, Maternal Fetal 
Medicine, Gynecologic Oncology, Urogynecology, the 
28-bed level Ill Dr. Hema DeSilva NeoNatal Intensive 
Care Unit, as well as Labor & Delivery and Maternity. 

Roland joined St. Francis in 2009 and is also an 
assistant professor of Obstetrics and Gynecology at 
UConn’s School of Medicine. 
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Avery Gaddis 


Mintz + Hoke promotes 
new media planner 


Avon communications firm Mintz + Hoke an- 
nounced the promotion of Rebecca Sheehan to 
senior media planner. 

In her new position, Sheehan is responsible for 
media planning for new business and existing clients 
including Mohegan Sun at Pocono Downs, the Shops 
at Mohegan Sun Resorts Casino and CTfastrak. 

Sheehan joined Mintz + Hoke as a media planner. 
She also worked as a digital marketing specialist 
with The Primacy in Farmington. 


MCC adds two instructors 


Manchester Community College’s Continuing 
Education division has appointed two new instruc- 
tors, Mare William Vallen and Kathleen E. Carey, 
to teach in its real estate program. 

Vallen, an attorney in private practice, has been 
teaching real estate and various other courses since 
1996, including at the University of Hartford. 

He presently serves as co-chair of the paralegals 
section of the Connecticut Bar Association. 

Kathleen E. Carey is an attorney and acting chair 
of the CT Young Lawyers Real Property committee. 


Day Pitney promotes three 


Day Pitney LLP has announced the promotion 
of three attorneys to partner in the law firm’s Con- 
necticut offices. 

Judith Blank, who focuses her practice on state 
and local government finance, is now a partner in 
the Hartford market. 

Jennifer Pagnillo and Susan Ylitalo will also be 
promoted to partners in the Greenwich and Stam- 
ford offices. 


Stantec adds hydrogeologist to team 


Hartford design firm Stantec has added hydro- 
geologist Matt Calvert to its team. 

As a Connecticut licensed environmental profes- 
sional, Calvert is authorized to verify site clean-ups 
under a variety of state programs. 

Calvert is also a member of Environmental Pro- 
fessionals of Connecticut, Alliance of Hazardous 
Materials Professionals, and Academy of Hazardous 
Material Managers. 


Weichert Realtors adds one 


Weichert Realtors-The Zubretsky Group, in 
Wethersfield, announced that Forest Berwick has 
joined its office as a real estate agent. 

Berwick will serve buyers and sellers in the towns 
of Farmington, Glastonbury, Manchester, Newington, 
West Hartford and Wethersfield. 

He is a member of the Greater Hartford Associa- 
tion of Realtors, Connecticut Association of Realtors 
and the National Association of Realtors. 
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NONPROFIT PROFILE 
Knox Parks Foundation 


75 Laurel Street, Hartford | KnoxParks.org 


Using horticulture as a catalyst for community engagement, KNOX forges partnerships 
between residents, businesses and government, providing leadership to build greener, 
stronger, healthier and more beautiful neighborhoods in Hartford. 


TOP EXECUTIVE 


Ron Pitz, Executive Director 


Environmentally-focused programs 
and local events. 


FY 2013 SUMMARY 


2013 2012 
Total Employees 49 31 
Total Assets $1,753,901 $1,493,976 
Total Liabilities $332,901 $364,360 


Contributions & Grants $1,180,915 $1,021,787 
Program Service Revenue $396,122 $255,015 
Investment Income $30,245 $36,298 
Other $33,890 $14,909 
TOTAL $1,641,172 $1,328,009 


Grants $0 $0 
Member Benefits $0 $0 
Salaries/Employee Benefits $726,336 $757,806 
Fundraising Fees $0 $0 
Other $686,173 $533,665 
TOTAL $1,412,509 $1,291,471 
MARGIN $228,663 $36,538 


TOP PAID EXECUTIVES (FY2013) 


Base Salary 


Ron Pitz, Executive Director 


SOURCE: GUIDESTAR IRS 990 TAX FORM 
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John Fisher, Shubert executive director, receives 
leadership grant from Paul McCraven, First Niagara’s 
senior vice president of community development. 


The Connecticut Association for the 
Performing Arts (CAPA) recently received 
a $150,000 leadership grant from the First 
Niagara Foundation to support the Shubert 
Theatre and its 100th anniversary. The grant 
will provide funds to three major compo- 
nents of Shubert Theatre’s 100th anniversary 
season — a donation to the Shubert’s Cen- 
tennial Plan; a fundraising match program; 
and sponsorship of the Shubert Theatre’s 
presentation of “Matilda The Musical” along 
with all educational and outreach programs 
associated with the show. 

e@@e0e8 

A $25,000 grant has been awarded to 
Hands On Hartford by the MeAeC AIDS 
Fund Community Grants Program to 
support the Peter’s Retreat housing program. 
The Peter’s Retreat program was established 
in 1988 as the first program in the state to pro- 
vide both housing and supportive services 
to individuals and families living with HIV/ 


$74,282 






Total Compensation & Benefits 


$76,510 


AIDS. The goal of the program is to assist all 
participants in maximizing their indepen- 
dence and self-sufficiency, empowering them 
to live healthier, rich and fulfilling lives. 
e@@e0e8 
The Greater Hartford Chapter of Jack 
and Jill donated over 150 pairs of pajamas 
to Boys & Girls Clubs of Hartford as part 
of its “PJs for the Holidays” service project. 
The pajamas were distributed to children at 
the Southwest Unit of Boys & Girls Clubs of 
Hartford. The Greater Hartford chapter of 
Jack and Jill’s “PJs for the Holidays’ is part of 
an annual program to distribute pajamas to 
children during the holiday season that were 
created by Pajamas Jams, a national organi- 
zation whose mission is to bring comfort to 
children in their time of need. 
e@@e0@8 
The Hartford Foundation for Public 
Giving awarded $1 million in grants to help 
alleviate homelessness in Greater Hartford. 
The funds were allocated to six agencies 
including: Immaculate Conception Shel- 
ter & Housing ($174,000); My Sisters’ Place 
($220,000); Salvation Army ($323,000); Jour- 
ney Home ($180,000); Connecticut Coalition 
to End Homelessness ($30,000); and Corner- 
stone Foundation ($93,000). 
e@@e@e 
Hartford Federal Credit Union pre- 
sented a $1,000 check and hundreds of 
pounds of food to St. Francis Hospital and 
Medical Center to help support the Joan 
C. Dauber Food Bank and the hospitals’ 
annual coat drive. The donation was made 
possible by HFCU members and employees 
that participated in the credit union’s annual 
holiday food drive. 
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Barnes BARNES GROUP’S 12-MONTH STOCK PERFORMANCE 


GROUP INC 





Barnes Group Inc. 


123 Main St., Bristol | www.barnesgroupinc.com 


Founded in 1857, Barnes Group Inc. is an international industrial 
and aerospace manufacturer and service provider, serving a wide 
range of end markets and customers. 
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Industry: Fabricated products 


3Q 2014 Revenue: $317.7M © rN 


May 1, 2014 Aug 1, 2014 Nov 3, 2014 


3Q 2014 Net Income: $33.9M 





Quarterly Profit Change: $13M 


STOCK WATCH (as of noon Feb. 12) 
Cash: $63M 
Ticker Symbol: B Stock Price: $36.78 Market Cap: $2B 


Employees: 4,331 


52 Week Range Price: $29.47-$40.01 
Competitors: ATI Ladish LLC, Chromalloy Gas Turbine LLC, 





United Technologies Corp. Outstanding Shares: 54.45M 

TOP INSTITUTIONAL INVESTORS CORPORATE SUITE 

Holder Shares % Stake Stock Non-equity Total 
se oed Race OTRE earn ea eee ert eee sienna? te incre ee neers, oot ence amen oe oy Reecties Title Salary Bonus AKarde teen aliG Total 







President/CEO $700,000 $0 $1,588,668 $881,567 $3,917,830 
Management Inc. 


Sr. VP of HR $296,000 $0 $488,327 $220,886 $1,149,791 


SOURCE: YAHOO! FINANCE 
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BREAKFAST 
a1. WHAMEVENT DUSINESO WEE Og U ANU? 


Date: Wednesday, Feb. 25, 2015 
el 
The educational seminar you can’t afford to miss: Time: 7:30 a.m,-10:00 a.m, 















| elinieaiaialinan beauties WHERE: The Society Room 
SCUSSION eA TJ Andre 31 Pratt Street, Hartford 


Market Strategist Single Ticket Rate: $45.00 
and Business Catalyst 


Nanumett Group 


Panelists: 
Please join the Hartford Business Journal at Barry Abramowitz, Chief information Officer, Liberty Bank and 
The Society Room on Wednesday, February 25, Chair of the CT Bankers Association’s technology committee 


2015 for a lively interactive discussion designed 
to educate around the issues, challenges and 
threats of cyber security to your business. 


Breakfast will be served. Fred Howell, Manager, Security & Privacy Consulting, McGladrey 


Richard Colangelo, Senior Assistant State’s Attorney, 
Stamford State’s Attorney’s Office 








Presenting Sponsor: Event Partners: 


R | dd. | md | Z ; e Society Room 
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OPINION | & COMMENTARY 


Regional property tax 
system worth considering 


f all the property tax reform ideas being kicked around in the state legislature, one of 

the most intriguing is creating a regional property tax system for new developments. 

The concept is broadly outlined in Senate Bill 1, which has been introduced by 

Senate President Pro Temp Martin Looney (D-New Haven) and Senate Majority Leader Bob 
Duff (D-Norwalk). 

While it’s not fully fleshed out, the underlying proposal would force cities and towns to 
share property tax revenues generated from a new development like a retail center or minor 
league ballpark. 

Although the concept of sharing is 
foreign to Connecticut, it may be one 


> It’s unclear whether 
state legislators have 
the intellectual heft or 
political savvy to get any 
meaningful regionalism 
or property tax reform 
through the General 
Assembly. 


of the answers to ensuring greater 
economic prosperity for the state as a 
whole. A key issue Connecticut faces is 
cities and towns always competing for 
new developments so they can fortify 
their grand lists and, in turn, reduce 
the property tax burden on their own 
residents and businesses. 

The Rock Cats’ minor ballpark situ- 
ation is a perfect example. The team’s 
move from New Britain to Hartford cre- 
ates a potential win-lose scenario. Once 
the Rock Cats officially move to Hartford 
in 2016, New Britain will lose a taxpayer 
and a community draw. 

Meanwhile, Hartford is not only getting the ballpark but a potential mixed-use residential- 
retail-office development valued at around $350 million. While the project is no sure bet for 
the Capital City, such a large-scale development would have likely never been considered in 
New Britain if the Rock Cats stayed in the Hardware City. 

Ifthe Downtown North project works out, the state will be better off as a whole with the team 
in Hartford because it creates a larger economic impact. Right now, New Britain is the loser in 
the deal, but a regional tax system could change that, or at least soften the blow. 

A regional tax system would encourage municipal planners to focus on generating the greatest 
amount of economic activity from asingle project, rather than simply making sure the development 
ends up in their own backyard. It’s afundamentally different way of thinking and it could minimize 
the need for cities and towns to offer developers copious amounts of tax breaks or incentives simply 
to lure away a project from a neighboring municipality. 

Of course, the devil is always in the details, and we’d need to see a fully developed proposal 
before we can offer our stamp of approval. There are plenty of potential landmines and pitfalls 
that need to be considered. 

For example, a regional property tax could encourage certain municipalities to let other 
cities or towns do the heavy lifting on economic development while still sharing in the tax 
revenue spoils. Communities that make smart infrastructure investments to encourage devel- 
opment within their borders could be punished if they have to share tax revenues generated 
from future projects. 

Conjuring up bipartisan, or even partisan support for any meaningful regionalism/property 
tax reform will be no easy task. It’s unclear whether state legislators have the intellectual heft or 
political savvy to get anything done. 

Any proposed changes to the current system will never satisfy everyone. 

But if Connecticut doesn’t figure out ways to lessen its property tax burden, and grow 
its tax base, the state will not be able to maximize its jobs and economic opportunities, and 
investment dollars will continue to flow elsewhere. 3 


Last week’s poll results: 
Is a statewide mill rate for motor 
vehicle taxes smart policy? 


44.2% Yes 
55.8% No 








Is hiring a nonviolent ex-convict 
a good idea? 








To vote, go online to HartfordBusiness.com. 
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A hint falls with snow 


By Chris Powell 


overnment in Connecticut does one 
(5 thing well: snowplowing. While 2 
inches of snow can send Washing- 
ton, D.C., into comic panic and paralysis, 
Connecticut plays through even a foot or 
more of snow and can push it out of the 
way and be back in business in 24 hours. 
Still, even in 
normal winters 
the snow is a drag 
here, and now, 
with heavy snow 
seeming to come 
nearly every week, 
it is more than a 
drag. It may be 
reducing econom- 
ic output by 10 or 
20 percent. Many 
people feel as if 
they are going to work mainly so they can 
earn money to pay someone to plow their 
driveway so they can go to work again. 
Of course Connecticut long has 





managed despite having three terrible 
months each year. But that is because the 
state offered advantages offsetting that 
disadvantage. 

On the whole for the last 25 years, since 
its enactment of an income tax, Connecti- 
cut has been losing population relative 
to the rest of the country, and the other 
day the Census Bureau reported that 
the state’s population is back in absolute 
numerical decline as well. 

Reflecting recently on state govern- 
ment’s continuing budget deficits despite 
a record tax increase, budget director 
Ben Barnes said Connecticut has entered 
“a period of permanent fiscal crisis.” His 
candor could be appreciated but Barnes 
also was confessing failure — confessing 
that state government’s policies have not 
been making Connecticut more prosper- 
ous but rather have been impoverishing it. 

The excessive snow will make many 
state residents reconsider their premises 
for living here. To encourage them to stay 
put, state government better start recon- 
sidering some of its premises as well. 


Timid Republicans 


Leaders of the Republican minority 
in the General Assembly recently made a 
show of their desire to get Governor Mal- 
loy to listen to their ideas for reducing the 
state budget deficit. They even induced the 
governor to have lunch with them in the caf- 
eteria of the Legislative Office Building so 
they might be photographed. 

At lunch the governor invited Republi- 
cans to put their 
budget-cutting 
ideas in writing 
and send them 
along to him. But 
the Republican 


> ... while Republicans 
pose as the party of 
financial restraint, mostly 


ever-increasing dependents, many Demo- 
crats are fairly candid about never wanting 
to economize seriously. But while Republi- 
cans pose as the party of financial restraint, 
mostly they just complain about excessive 
spending without ever specifying anything 
substantial that should be sacrificed or any 
expensive policy that should be changed, 
lest they offend some special interest, espe- 
cially the govern- 
ment employee 
unions, which 
could hardly be 
more supportive 
of the Democrats 


leaders don’t want but still manage 
to do that. Rather, a to intimidate the 
they say they want they just complain about Republicans out of 
to be included relevance anyway. 


in confidential 
negotiations on 
the budget with 
the governor and 
the leaders of the 
legislature’s Dem- 
ocratic major- 
ity, because, the 
Republican leaders say, such confidential- 
ity has more success with budget cutting. 
Actually, such confidentiality succeeds 
most in providing the Republicans with 
political cover for any serious spending 
reductions that they might support publicly 
only if the Democrats shared responsibility. 
As theirs is the party of government’s 


excessive spending 

without ever specifying 
anything substantial that ™ * "bu 
should be sacrificed ... 


Send Us Your Letters 


> The Hartford Business Journal welcomes letters to the 
‘ editor and guest commentaries for our opinion pages. 
Electronic submissions are preferred and welcome at: 
editor@HartfordBusiness.com. Or you may fax submissions 
to Editor, Hartford Business Journal, at (860) 570-2493. 


Malloy was 
right to tell the 
Republicans to 


they will put on 
paper little for 
which they could 
be held account- 
able. Controlling spending and alienating 
government’s dependents will be entirely 
the governor’s problem when he proposes 
his budget in a few days. Of course he'll get 
no help from his own party either. al 
Chris Powell is managing editor of the 
Journal Inquirer in Manchester. 
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THE RAINMAKER 


How to build a successful sales team 


Editor’s Note: This is part one a three-part 
series on building a successful sales team. 


By Ken Cook 


ere’s a question for you: What are some 
descriptions for the types of salespeople 


organizations look to hire? What comes 
to mind? Frequent answers include hunters, 
farmers, finders, minders, and rainmakers. 
The hunters/find- 
ers/rainmakers are 
perceived to be skilled 
in connecting with 
new opportunities and 
closing new business. 
The —farmers/mind- 
ers are perceived to 
be skilled in keeping 
existing customers 
happy, and sometimes 
uncovering new rev- 
enue opportunities 
in the existing customer base. In other words, 
those who can find new revenue, and those who 
can protect and maybe grow existing revenue. 
When building a sales team, here is where 
the challenge comes in: Many business lead- 
ers seem able to find people who can take 
care of the existing customer base. What is 
difficult is finding the salesperson who can 
find the new opportunity. What’s behind this 
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apparent dilemma is the belief that hunters 
are asmall subset within the salesperson uni- 
verse. The belief is that a hunter’s skills are 
advanced; they’re not afraid to reach out, and 
rejection does not slow them down. 

In old school sales prospecting this was 
true. However, in today’s ultra-connected 
world the ability to find and connectis unlim- 
ited. What is most important today is the abil- 
ity to make the connection a personal one. 
And in this case, many hunters could prob- 
ably learn some lessons from the farmers. 

Great farmers are successful because 
they nurture relationships. They connect 
with clients and build relationships with 
them. Long-term clients become long-term 
because of the trust that is built. Great farm- 
ers listen and generously provide help and 
solutions. The client feels safer with a great 
farmer who takes care of them. 

Many hunters operate differently. They 
look to sow their presence as far and wide 
as possible. The connections are usually sur- 
face level at best. The hunter tries to assess 
opportunity as quickly as possible, and if 
there appears to be none, they move on. 

However, the great hunters — those who 
are the best of the best in new business devel- 
opment — do not operate in this way. They 
are not prospectors; they are relationship 
builders. Think of them as super farmers. 
Great hunters have a web of relationships 


> What is difficult is finding the salesperson 
who can find the new opportunity. 


that are strategically built. The relationships 
span the marketplace at large. They include 
current clients, past clients, desired clients, 
and industry influencers. They also include 
peers within their own company and across 
complimentary firms in the marketplace. 
Each relationship has some depth and is at 
least “business personal.” 

When a great hunter goes prospecting 
they make the connection through people. 
They know who they want to reach, and they 
find a way to get with that person through a 
warm introduction. Instead of overtly selling, 
they pick up the phone, call someone they 
know, and arrange an independent validation 
of who they are. This independent validation 
or warm introduction pre-establishes at least 
aminimal level of trust. “Jerry recommended 
him, so I'll at least take the call.” 

If you are looking to hire great salespeo- 
ple, hire candidates who are pre-disposed to 
comfortably connecting and building trust. 
Identify the individuals with the skills and 
personality traits that enable them to connect 


with people. Build the sales team around this 
core characteristic. 

With this group of salespeople you don’t 
need to designate between hunters and farm- 
ers. Rather, you can build the team around 
factors such as industry expertise or product 
or service expertise. In this way each mem- 
ber of the team leverages unique knowledge 
they have by focusing on relationships where 
that knowledge would be most valued. 

The bottom line — a sales team built with 
individuals inclined to connecting and build- 
ing relationships has the greatest probability 
of widespread success. You can teach prod- 
uct knowledge. People can develop industry 
expertise. These learnings have so much more 
power when the person learning focuses on 
relationships first in order to succeed. a 
Ken Cook is the co-founder of How to Who 
and co-author of “How to WHO: Selling Per- 
sonified,” a book and program on building 
business through relationships. Learn more 
at www.howtowho.com. 


Employee engagement builds ‘best places to work’ 


Art and Science of Creating 
an Extraordinary Workplace” 


6G Ts Best Place to Work — The 


by Ron Friedman (Perigree, $25). 

The best places (BP) to work aren't the 
best because of their perks. They’re the best 
because they believe that their employees 
are assets not expenses. As such, they’re the 
intellectual capital a company needs to exe- 
cute their company’s plans. 
So, it’s not surprising that 
a key part of their culture 
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er ce “What would success look like 


THE BEST 


on this project?” “What are some 


involves ongoing employee steps youre considering taking?” 
development. 7 TO “How can you break the project 

Part of that development P LAG into manageable chunks?” The 
deals with the BP counter- W ORK session focuses on developing 


intuitive approach to fail- 
ure. What’s worse, failure or 
not trying? The BPs answer: 
“When we're afraid of failure, 
our performance stalls.” 

With that ingrained in their 
culture, employees are encour- 
aged to take risks. By doing so, 
they create more possible solu- 
tions. The quality of their work improves as 
they learn what does work and won't work. 
They also know that won’t-work-now knowl- 
edge may be of value as situations change. 

BPs also focus on expanding the skill 
set of their employees. By encouraging 
knowledge growth, they heighten employee 
productivity. Providing challenging assign- 
ments “fulfills their (employees) psycholog- 
ical need for competence and autonomy.” 

Peer-to-peer coaching plays an important 
role, too. Peer-coaches help employees “figure 
it out” by asking open-ended questions like: 
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the direction of an action plan 
and its steps. Subsequent ses- 
sions explore what's next. 
The benefits of peer- 
to-peer coaching engage 
empowerment. The coachee 
figures it out and handles 
execution. The coach learns 
how to teach by listening. The organi- 
zational benefit: Peers know they have go-to 
colleagues with “whom they can discuss their 
next biggest challenge, without feeling pres- 
sured to have all the answers.” 
The bottom line: Think of employee 
development as an investment in the cre- 


ative future, not as today’s expense. 
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“A Beautiful Constraint: How to 
Transform Your Limitations into Advan- 
tages, and Why It’s Everyone’s Business” 
by Adam Morgan and Mark Barden (John 
Wiley & Sone, $28). 





> The best places (BP) to work aren't the best because 
of their perks. They’re the best because they believe 
that that their employees are assets not expenses. 


To most people, a constraint represents a 
limitation that materially affects the ability 
to do something. The authors take a different 
view; they see a constraint as the “stimulus to 
find a better way of doing something.” 

There are four areas of constraint that 
all businesses face at one time or other: 
foundation (core business maxed out); 
resource (Manpower and money); time; 
and method (doing things a certain way). In 
many cases, these constraints intertwine. 

Here are two examples of how companies 
used constraints to stimulate 
thought and develop cre- 
ative solutions: In auto rac- 
ing, Audi found the answer 
to how to win more races 
when its R10 could go no 
faster than its competition. 
Its team shifted their focus 
from increasing speed to 
saving time. Audi used a 
fuel-efficient diesel engine 
and created the R10 TDI. 

Its increased fuel mile- 
age meant fewer pit stops, 
which saved time. The R10 TDI won the 24 
Hours of Le Mans three consecutive years. 


Louise Waters, CEO of a LPS charter 
school, wanted to find a way to measure 
achievement of high school students. Beyond 
academic issues, there were variables related 
to low household income, stability of home, 
hunger, etc. She wanted to quickly find out 
if students grasped a lesson. Using donated 
remote-control clickers used to poll audi- 
ences at conferences (right-click to agree, 
left-click to disagree) students would provide 
instant feedback to their teachers. With feed- 
back identifying a problem, a teacher could 
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then work with the student. 

Seeing a_ business 
opportunity that would 
help students nationwide, 
she used a limited budget 

to hire techies to develop 
the ExitTicket app for tab- 
let computers. It’s 
now used in 4,800 schools 
in 108 countries. 
Key takeaway: Con- 
straints shouldn't con- 
strain ambition. | 
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Jim Pawlak ts a nationally 


syndicated book reviewer. 
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ANTHEM PRESIDENT NAMED TO GOV’S 
PREVENTION PARTNERSHIP BOARD 


Jill Rubin Hummel, president of 
Anthem Blue Cross and Blue Shield, 
was recently appointed to the board 
of The Governor’s Prevention 
Partnership, a nonprofit, public-pri- 
vate organization, whose mission is to 
keep Connecticut’s youth safe, suc- 
cessful and drug-free. 


Hummel is responsible for the manage- 
ment of Anthem’s local group and indi- 
vidual business, including sales, account 
management, provider relations and contracting, underwriting and 
product delivery, as well as executing tenets of the Affordable Care 
Act and maintaining strong customer relationships. 





TWO BURNS & MCDONNELL EMPLOYEES 
NAMED TO TOP 20 UNDER 40 LIST 


Jason Cabral and Jason McCreary, 
employee-owners at Wallingford engi- 
neering firm Burns & McDonnell, were 
recently named winners of Engineering 
News Record New York’s Top 20 
Under 40 competition. 





Cabral, who lives in Wallingford, is a 
project manager in Burns’ transmission 
and distribution division. He has man- 
aged some of the largest electric reliabil- 
ity projects in the country. Cabral recent- 
ly served as a project manager on the 
Greater Springfield Reliability Project, 
where he led a project team that logged 
over 2.9 million man-hours without one 
loss-time injury, and completed the proj- 
ect on time and under budget. 





Jason Cabral 


McCreary, of Madison, is department 
manager in Burns’ transmission and 
distribution engineering group. He has 
traveled around the world and helped 





tate, 


Jason McCreary 


manage over $7 billion in infrastructure improvement projects. 
Both winners were showcased in a Feb. 2 feature story in 
Engineering News Record. 


KIM SYROP RECOGNIZED AS NEW LEADER IN BANKING 


Kim Syrop, senior 
vice president and 
director of fraud and 
loss management at 
Waterbury lender 
Webster Bank, has 
received the “New 
Leaders in Banking 
Award” from the 





Pictured, from left, are: Jeff Klaus, Webster’s 


Connecticut regional president; Kim Syrop; and Connecticut 
Tim Bergstrom, Webster’s regional president of Bankers 
Greater Hartford. Association. 


Syrop was one of 14 recipients honored at a special awards dinner on 
Jan. 22 at Mohegan Sun, and will be featured in the next issue of 
Connecticut Banking magazine. 


Syrop was recognized for leading Webster’s fraud prevention team 
and spearheading a year-long initiative to raise awareness about 
financial exploitation of the elderly. 


CONSIGLI CONSTRUCTION NAMED TOP TRAINING SITE 


Hartford’s Consigli Construction Co. Inc. has been named for the 
third year in a row to the Training Top 125 by Training magazine, a 
national business publication that ranks companies’ excellence in 
employer-sponsored training and development programs. 


The Training Top 125 ranking is determined by assessing a range of 
qualitative and quantitative factors, including financial investment in 
employee development, the scope of development programs, and 
how closely such development efforts are linked to business goals 
and objectives. 
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P st Francis Hospital and Medical Center employees combined with Button Up Connecticut/Siracusa Moving & Storage to donate more than 


ST. FRANCIS DISTRIBUTES 500 FREE COATS IN ANNUAL GIVEAWAY 


500 new and gently used winter coats to the hospital’s pediatric and adult outpatient clinics. The annual giveaway is organized by St. Francis’ 
Department of Volunteer Services in conjunction with the Joan C. Dauber Food Bank at St. Francis. Pictured, from left, are: Elsa Kortright; Lakeisha 


McFarland; Delores Meyers; and Tobye Karl, St. Francis’s director of volunteer services. 


SAVINGS INSTITUTE BANK & TRUST DONATES TO GROW WINDH 
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Has 


P Willimantic community lender Savings Institute Bank & Trust recently donated $3,290 to the Windham Youth Food Network, a project 


coordinated by GROW Windham that will engage local youth in projects to promote access to healthy food throughout the community. GROW 
Windham is a program of the Windham Regional Community Council Inc. and the donation will help them cover expenses for program coordination. 
Pictured, from left, are: Demetrio Ricciardone, Savings Institute Bank & Trust; Sally Milius, GROW Windham; Rheo Brouillard, Savings Institute Bank 
& Trust; Bernadette Brandt, FoodCorps; Ricardo Alavez, AmeriCorps VISTA ; and Jeffrey G. Beadle, Windham Regional Community Council. 


MORGAN STANLEY CONTRIBUTES TO THE VILLAGE FOR FAMILIES AND CHILDREN 
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P The Village for Families & 


Children received a $5,000 
donation from Morgan 
Stanley that will be used to 
help vulnerable children and 
families in the Greater 
Hartford area. The local 
employees of the Morgan 
Stanley Hartford Region 
complex voted for The Village 
to be the recipient. Receiving 
the check on behalf of The 
Village is Ed Hackett, CFO 
and presenting is Cathy 
Galgano, Morgan Stanley 
executive director and 
complex manager with 
members of the Morgan 
Stanley Hartford office. 
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Calling All Connecticut Town 
Representatives In The 


Following Categories! LEU “at 
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* Town Manag Don’t miss this chance 
e Town Finance to learn about the 
- Superintendents benefits of collaboration 
which can Save Money and 
7 May Ors leverage the purchases and 





¢ Town Attorneys agreements for your town! 
¢ Economic Development 

¢ Service Providers for towns and municipalities 

¢ And anyone interested in municipal collaboration 







HEVARUADINT GS OURS 
ANNUAL 


MUNICIPAL 
es 
o Pre-Register Today! 


Friday, March 20th, 2015 
8:00am - 1:00pm 
Hartford Hilton 










Summit. This event is an opportunity for people to learn about the benefits of 
collaboration which will save money and leverage the purchases and agreements 
for their towns. The event will highlight people who are already implementing positive 
changes, panel discussions, workshops, and Q and A with key leaders and a distinguished 
panel of experts will illuminate the many ways that municipalities can collaborate to gain 
efficiency, control costs and pass on the benefits to the taxpayers. 


| n March the Hartford Business Journal will present our annual Municipal Collaboration 


The agenda & workshop topics are almost finalized! 
Don't wait to reserve your seat at this valuable event! 


Visit HartfordBusiness.com and click on 
‘Our Events’ to register today! 


Questions? Contact Amy Orsini at 860-236-9998 ext.134 or email aorsini@HartfordBusiness.com 
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KNOW YOUR OPTIONS. 


If you're an AT&T customer, your telecom provider is changing So we at Cox Business 
WIV OlU] (OMI <oMcont-],<oMualicme)o) ole) aaul alin mconlaligele llc MelU|acx-1\V/-oe-] ale a\Vit-MOlUMCOn tau imUIS 

as your new provider. We've served the Connecticut area for more than 15 years and 
Ta\iessitcre Mm aalliiColalcmlamuar=meolanlanle)alinvar-|(elaremuaroM(-\ VAM A oMUcMat-lealcvem-Malcico)a Melmiau im iiig 
our customers by providing them with the services and support they need. And we 
make it easy to get the same for your business: 


1 Call (866) 791-2044 or visit coxbusiness.com/switchnow 


2 Get a custom solution for your business 


Our local team is available 24/7, so you can trust us 
to give your business the service it deserves. 


SPEAK TO A COX REPRESENTATIVE 
CALL TODAY (866) 791-2044 COX 


*AT&T Press Release, Dec 2013. http://www.att.com/gen/press-room?pid=25160 &cdvn=news&newsarticleid=37344&mapcode=corporate. © 2014 Cox Communications, Inc. All rights reserved. 
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